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Crane makes it Com PLETE 


eeein more ways than one! 
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Complete as a room, of course. Crane supplies everything 
for the bathroom—fixtures, piping, even many accessories. 
But Crane bathrooms are complete in other ways, too: 
Complete in Choice . . . Crane offers bathroom groups in 
every cost range ... a style for every taste, a price for 
every budget. 
Complete in Quality...one high quality through- 
out... every part made for every other. 

And, most important, complete customer sat- 
isfaction ... castomers themselves have named 
Crane the plumbing brand they prefer. 

This completeness is typical of the whole 
Crane line. In kitchens, where Crane makes 
the right sink for every space requirement. 
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The Crane Oxford Bathroom Group 


In home heating, where Crane supplies everything for any 
system, any fuel. 

See representative selections in Sweet's Builders’ File. 
And ask about the complete Crane line at your Crane 
Branch or Crane Wholesaler. 


De Luxe! In your finer homes, 
nothing could be finer than the 
Diana Lavatory, left, style 
leader in the Crane line 
Happy Medium! Just right for 
most home owners. This Ox- 
ford Lavatory may be wall- 
mounted as indicated, at right 
above, or on legs as pic tured in 
the room. 

Dial-ese Here, Too! 
Designed for mod- 
est hudgets, this 
Crane Neuday Lav- 
atory has many fea- 
tures of the Diana 
and Oxtord—in- 
cluding finger-tip 
Dial-ese controls ,2? 


CRANE CO., GENERAL OFFICES: 
836 S. MICHIGAN AVE., CHICAGO 5 


PLUMBING AND HEATING > 
VALVES *© FITTINGS + PIPE 


NATION-WIDE SERVICE THROUGH BRANCHES, WHOLESALERS, PLUMBING AND HEATING CONTRACTORS 


NATIONAL REAL FSTATE AND BUILDING JOURNAL is entered as secord class matter, August, 1942, at the post office, Cedar Rapids, lowa, under 
the Act of Congress, March 3, 1879. Copyright 1949, by Stamats Publishing Company, Member, Audit Bureau of Circulations. Terms: 50 cents a copy 


$4 a vear, $7 two years, $10 three years in the United States. In Canada, $5 a vear; in all other countries, $6.50 a year. Back issues $1; roster issue 


$10 to non-subscribers 
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TELEPHONE RACEWAYS 





Telephone raceways are a sign of a better built home. 





Jerome G. Armstrong, Architect 


ARE A PART OF ITS BEAUTY 


The beauty of the home you build can also be 
enhanced by things that don’t show. For, when 
you conceal telephone wires you run no risk 
of detracting from the attractiveness of walls 
and woodwork. 


It’s easy to hide telephone wires if you plan 
ahead. First, select the proper locations for 
telephone outlets. Then, while construction is 
under way, a few lengths of pipe or tubing 
can be placed inside the walls. This will later 
carry the telephone wires to each outlet chosen. 


Your Bell Telephone Company will be glad 
to help you plan modern, built-in telephone 
facilities for any home you build. Just call your 
telephone business office and ask for Architects 
and Builders Service. 


(a BELL TELEPHONE SYSTEM 
at 
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This aerial view was taken in Atlanta, Ga., and shows one 
of the largest housing developments in the country. It 
includes three new projects— Oglethorpe, Inc., Golf Club, 
inc., and Peachtree Chamblee Apartments. In each of the 
1,000 modern dwelling its, tenants enjoy noise-free, 
trouble-free Serve! Gas Refrigerators. James Wise was the 
architect. Construction was done by Algernon Blair. 
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Cost —one of the big reasons 


three multiple-housing projects in Atlanta 
installed 1,000 Servels 


Operators decide on the “no moving parts” refrigerator because 


of its low upkeep, long life, silence, and low operating cost 
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Year in, year out—the upkeep cost of a 


Servel is normally only a fraction of the cost to maintain 


a motor-driven refrigerator. And Servel offers plenty 


more besides rock-bottom maintenance costs. 





November, 1949 


There’s Servel’s longer life—its undisturbing silence— 
its low operating cost. And these are all unique features 
. . exclusive with Servel. Exclusive because 


only Servel has a freezing system with 


no moving parts. There’s no motor or 
machinery to wear and grow noisy. 


Instead, a tiny gas flame does all the 


work. And this assures silent refrigeration 


. dependable, worry-free refrigeration 


with uniform efficiency year after year 


... and for more years, too. 
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A CHOICE OF 











@ Sixteen beautiful new exterior de- 
signs, eight for two-bedroom sizes 
(left), and eight for three-bedroom 
sizes (right), make the ‘‘Thrift Home” 
more attractive than ever to the huge 
market for low-cost homes. Quality 
construction has built that market's 
confidence in the ‘‘Thrift Home." Study 
the features of this remarkable home, 
the first real answer to the nation's 
housing problem, and you'll under- 
stand its success. The selling price 
starts at approximately $6,000, in- 
cluding lot, and the down payment is 
round $300 or so. The ‘Thrift Home” 
is acceptable for FHA financing and is 
perfect for large and small project de- 
velopments. We invite your inquiries. 


the “Thrift Home” at space 95 Na- 
Ss. tional Association of Home Build- 
ers Annual Convention and Exhibit 
February 19-23, The Stevens Hotel, Chicago. 


Distubuted... 


only through authorized dealer-erectors. Adver- 
tised in leading national magazines and news- 
papers. 
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Corporation, Lafayette, Indiana 





NATION’S LARGEST PRODUCER 
OF PREFABRICATED HOMES 
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Kitchen in Chicago residence where Mosaic 
glazed wall tile provides a_time-defyir 
surface. Tod Sloan, Architect. 


Mosaic Tile can coi you Loa. 


The beauty, durability and freedom from 


go 
4 





maintenance that only ceramic tile pro 
vides, can be yours at new low costs — 
whether you are building or remodeling. 
Mosaic’s “Lockart Thin - Setting Bed 
Method” actually reduces the cost of in- 
stalling Mosaic tile as much as one-third, 
This important reduction in application 
expense, plus Mosaic’s wide choice of 
colors in glazed wall tile and ceramic 
mosaic floor tile, makes Mosaic tile a 


natural selection for every job 





Ask your tile contractor about “Lockart” 
and about Mosaic’s “Harmonitone” color 


line — or write Dept. 12-8, The Mosaic 





Tile Company, Zanesville, Ohio. 


Breakfast-dining room with garden view, 


where the ceramic mosaic floor 
means easy maintenance, 


THE MOSAIC TILE COMPANY 


| 
(Member—Tile Council of America) 
OFFICES IN PRINCIPAL CITIES 
| 


OVER 2500 DEALERS TO SERVE YOU 
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THOROSEALING YOUR MASONRY | 
TO KEEP WATER OUT 
OF THE WALL- | 





MAKES NEW FRIENDS 
AND CUSTOMERS 


ALWAYS RECOMMEND 


THE THORO SYSTEM 


WATERPLUGE .. to stop the leaks 












THOROSEAL. to fill & seal the surface 


QUICKSEAL . for a beautiful finish 


You'll make a true friend of your customer if you spe- | 
cify The THORO System on his masonry throughout. 
The THORO System has been gaining friends and 
more friends, for over 35 years until today it is known 
as the only real way of protection against rain and 
dampness that cause interior plaster problems and 
costly expense to the owner. The long-time users of 
THORO System products will advise there is only one 
protective solution to a water problem THE 
THORO SYSTEM. Order through your Lumber and 
Builders’ Supply Dealers. 


Get our 20-page brochure, pic- 
torially describing, in detail, 
“How To Do It.” It’s yours for 
the asking. — No. 140. 





Standard Dry Wall Products 


BOX X. NEW EAGLE, PENNSYLVANIA 





A personal interview with NAHB's president 


Home Building in ‘50 Will Break 
Records, Lockwood Predicts 


Wort than a million houses will be built this 
i vear and we should break even that record in 
1950,” declared Rodney Lockwood, president of the 
National Association of Home Builders, in an ex 
clusive Journal Interview. 

From all sides had come 
opinions that 1949 would show 
a slump in housing. And, even 
now, despite the record-shat- 
tering construction of the last 
few months, “economically 
wise” forecasters are putting 
their heads together and say 
ing, “It can’t last.” 

But Lockwood and others 
close to the housing industry 
don’t believe it.. “This veat 
was a complete reversal of th¢ 
normal home building sea 
son,” Lockwood says. “The 
stringent condition in financ 
ing for operative builders caused a low record for the 
first few months. But consumer financing eased up, 
and the past three months, usually a low production 
period, broke all records. The rate should keep up.” 

Nevertheless, Lockwood doesn't overlook such pro 
duction -barriers as the steel and coal strikes, public 
housing. “Home building in ‘50 probably will beat 
1949 unless the steel strike creates a stoppage. If it 
lasts until the first of the vear, it will bring housing 
to a virtual standstill.” 

And the NAHB president doesn’t belittle the effect 
of public housing. “If they (the government) are going 
to go ahead, it will mean an added one-and-a-half 
billions of dollars on top of the billions spent by pri 
vate industry. (Private industry spent about $7 billion 
in “48; more in 49.) More money will be spent than 
there are labor and materials. This, in turn, will in 
crease the dollar volume. 

“Labor is particularly limited. With public housing, 
we'd have to increase the labor supplv by 20°%, and 
the raw material for labor isn’t even available. Labor 
certainly couldn't be found without a tremendous 
increase in the cost of it.” 


Rodney Lockwood 


\s for the financing legislation recently passed by 
Congress, Lockwood believes it is “adequate” in that 
it provides an unlimited secondary mortgage market. 
But he says it doesn't give builders the opportunity 
to plan far enough ahead. “If the operative builder 
is to get maximum economy, he must plan farther 
ahead than eight or nine months know what fi 
nancing will be available. Year-to-vear financing legis 
lation doesn’t promote these economics. 

“It's regrettable,” he says, “that Congress didn’t pass 
the Housing Amendments of 1949 bill which would 
provide financing for low-cost housing and would 
stimulate home ownership for low-income families. 

Despite stringent financing in the economy price 
range, Lockwood believes that the average price of 
new homes is about $8000 or $8500. With the mention 
of Tighe Woods’ $6000 house, the NAHB president 
answered, “That isn’t a house. It doesn’t comply with 
the industrv’s or FHA’s definition of a house. It's a 
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THESE CURTIS “READY-MADES” 
you whittle down 


| BUILDING COSTS 


W\, When stock design woodwork achieves custom-built distinc- 
yj) tion—at lower cost—that’s news for today’s home planners 
~~ and home builders! And that’s why Curtis Woodwork is used 
so extensively in giving home-owners “more for their money.” 
For Curtis Woodwork makes excellent design and quality 
construction available for any size or type of home. Here are 
a few reasons why: 





















You can give any room the proper focus without ex- You can see the sure touch of a mas- A fine cabinet for the home owner 
pensive special millwork. This Curtis mantel, for ter designer in this charming Curtis who wants something out of the 
example—Design C-6040—has a pleasing simplicity entrance—Design C-1730. H. Roy  ordinary—Curtis Design C-6515. The 
which gives it dignity and beauty. Designed for Curtis Kelley, Architect. Curtis entrances Architect was Russell F. Whitehead. 
by Cameron Clark, Architect. assure lasting value and beauty. Curtis offers 18 styles of cabinets. 





A NEW Curtis Development— 


PRESPINE 


Developed after years of research and testing, Curtis 
Prespine is a new wood material for use in panels in 
Curtis doors and as an integral part of other Curtis 
Woodwork. Prespine has a hard, satin-smooth surface 
that takes paint and other finishes beautifully. Tough 
and durable, Prespine will not warp, check or splinter. 
It is 93% wood—and resembles in color the species 
wood from which it is made. Picture on right shows 
the beauty of Curtis doors with Prespine panels. 


MAIL COUPON for complete information 


poccc-------------*% ae 
CURTIS COMPANIES SERVICE BUREAU 

RJ-11W Curtis Building, Clinton, lowa 

Gentlemen 

Please send me your book on Curtis Stock Architectural Woodwork. 


When in New York, visit 
the Curtis Woodwork 
Display at Architects 
Samples Corporation 
. 101 Park Avenue 


Name.... 


URTI 


WOODWORK 


iddress.. 


Coesecccccccecese boas enbbessnesgs bs oenehenestsehsncndoebskbe 2 seeeeensehensassesabene 
Il am ( ) Architect, ( ) Contractor, ( ) Prospective Home Builder, ( ) Siadent. Please check 





NATIONAL REAL Estare AND BUILDING JOURNAI November, 1949 3] 

















Greater Value 


at 
Lower Cost 


By economical, streamlined modular construction, 
Pollman Homes offers new low costs in a wide 
variety of attractive factory-built homes. Dis- 
criminating real estate builders and developers 
are finding that Pollman Homes, built by experi- 
enced craftsmen, increases the prestige of their 
subdivisions. For further information, write to 


Pollman Homes 


Manufactured and Distributed by 


THYER MANUFACTURING CORP. 


2857 WAYNE STREET, TOLEDO 9, OHIO 








THE FULLY 


AUTOMATIC STOKER 








FOR 
HEA 


3. E 


T 





BEST 


1. SAVES FUEL 
2. CUTS LABOR 


4. CONTROLS 










AUTOMATIC 
TING AT ITS 


NDS SMOKE 


Send today for amazing proofs 
of fuel and labor savings 


made by Winkler Stokers... 


EMPERATURE 





WINKLER 


fully automatic 
STOKERS 


U. S. MACHINE CORPORATION ert. s-011, LEBANON, IND. 


Only Winkler 


has this 


automatic trans- 


mission. 


10 


see how your investment in a 
Free Booklet Winkler will pay a sensation- 
on request ally large return—actually pays 
for itself in fuel savings alone. 





fully 





two-room unit with all the kitchen equipment in th« 
living room — the most uneconomical way to provide 
housing. And the price is $1000 more than any recog 
nized builder would ask for it.” 

Lockwood believes that a million-house-a-year pro 
duction rate can be maintained for a long period “if 
we have a well-organized and orderly program of elim 
ination of sub-standard housing from the market and 
if our population trends and economic conditions of 
the past 30 years continue into the future. 

“The thing most needed to maintain this produc 
tion is the demolition of worn-out housing with sound 
financing to replace it with private construction. We 


| could carry on a replacement program of 100,000 to 





200,000 homes a vear added to the construction of 
homes for new family units.” 

Lockwood agrees with Journal statistics that oper 
ative builders are constructing more houses for sale 
and rent this year than ever before, though they are 
proceeding with smaller inventories than at any time 
since before the war. He estimated that 65°; of all 
new housing in 1949 is being built for sale, 25°% for 
rent, 10°, custom-built. 

To keep up this production rate, what is needed 
most by the building industry? Lockwood says, “A 10- 
year moratorium on housing legislation, and long-term 
consumer financing under FHA on a stabilized basis, 
so plans can be made farther ahead than a vear.” 


From Journal Readers . . . 
Dear Editor: 

We like your magazine and it gets careful perusal. 
The section entitled “The Law Says" by George An 
derson is particularly interesting and always center 
taining. 

The September issue touches on the proper man 
ner of counting davs when giving a certain number 
ol days’ notice, as in a notice to quit. Mr. Anderson 
says to “exclude the dav of service and exclude the 
last day” and then shows how this would work if a 
five days notice were served, for instance, on Septem 
ber 15th. He counts them as follows: 

“(1) 16th, (2) 17th, (3) 18th, (4) 19th, (5) 20th,” and 
then goes on to say that this notice “would be to tet 
minate possession the 20th.” But he said to exclude 
the day of notice and the last day, and, as I read it, 
this would be including the last day, not excluding it. 
Have I misread the whole thing, or do you have 
misprint for the first time in my knowledge? 

Rodger C. Edson 
Greenwich, Connecticut 


Dear Mr. Edson: 

You read the article correctly there was no mis 
print, but we differ with you on its interpretation. 
If the five days notice begins on the day of service, 
it would be defective because it would not give five 
full days. As Mr. Anderson points out in the case of 
Higgins vs. Halligan, “The rule generally received 
and acted on... is to count the day of the execution 
of the lease out, and the date of its termination in.” 
I agree with you that he is confusing when he sug 
gests excluding the last day and then goes ahead in 
the example you cite to include it. He could have 
pointed up the situation better, it seems to us, by 
saying, “When you have but one extra day to spare, 
start counting with the day after service so that your 
notice will not be detective.” 


The Editor 
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for specific building needs. 


yt - PlyScord and PlyBase are two oappear- 
—N ance grades within Interior-type Douglas 

ee ste fir plywood. Other appearance grades 

of both Interior and Exterior are offered 











PLYSCORD...for smooth, 
tight, rigid subfloors! 





Lay a better subfloor—faster— with Douglas 
fir plywood PlyScord. Big panels of PlyScord 


go down fast: contractors report that PlyScord 


PLYBASE...for smooth, firm 
base for finish coverings! other subflooring . . . saves up to 50% on 


nailing, up to 60% on sawing and fitting, 


can be laid in half the time required for 


*lyBase is a new grade of Douglas fi - . 3 i 
PlyBase is a new grade of Douglas fir ply too. And the finished flooring job will be 


wood, especially suited for ciate smooth, better because PlySeord won't warp cup 
firm, rigid base under linoleum, asphalt tile : ; 
© ™ 5 see squeak or shrink. It provides a smooth, even 
and other modern wall-to-wall coverings. : : pl) oe 
‘ _— o working surface — rigid, tight, strong, draft- 
They'll look better, last longer, because the . , 1. ee 
. © free. Look for the PlyScord grade-trade- 
big, smooth-sanded PlyBase panels provide a ma , 
= ‘ mark” on every panel! 
perfectly flat under-surface. PlyBase is ideal 


for remodeling, too, as a smooth base over 


old, uneven floors. And for walls, PlyBase er compete Gate, sam the SOND Cade Hp 

¢ wood Catalog. Write the Douglas Fir Plywood 
Association office nearest you: Tacoma Bidg., 
Tacoma 2, Wash.; 848 Daily News Bidg., 
Chicago 6; 1232 Shoreham Bidg., Washington 
5, D. C.; 500 Fifth Ave., New York City 18 


presents a smooth, solid backing for tile or 


other coverings. Look for the PlyBase“grade- 





trademark” on every panel! 
LARGE, 


STRONG of 
DOUGLAS FIR PLYWOOD 
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LOWER UNITS 


| a SECTIONAL CABINETS 


Fit any size or shape kitchen 






UPPER UNITS STORAGE 


UNITS. 


—— 
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Put profits in your pockets this winter by “talking kitchen re- 
modeling.”” Thousands of housewives will greet you with open 
arms ... they want new kitchens! You can satisfy the ‘‘want” 
with Nu-Style Cabinets because Nu-Style is styled to harmonize 
perfectly with the latest ranges and refrigerators .. . 

Because Nu-Style Cabinets are supplied in graduated sizes... 
Because they are made of kiln-dried Ponderosa Pine and can be 
cut, sawed or scribed. Because, they can be painted any color or 
finished natural. 

Nu-Style Cabinets are shipped semi-assembled in dust proofed 
cartons. 


CARR, ADAMS & COLLIER CO. Dubuque, lowa. 









p Ve Silt -Well Line: Superior Unit Wood Windows e Exterior & Interior Doors @ En- 
trances and Shutters @ Clos-tite Casements ¢ Carr-dor Garage Doors ¢ Basement Unit Windows 
@ Louvers & Gable Sash @ Breakfast Nooks ¢ Combination Doors ¢ Screens & Storm Sash @ Corner 
(China) Cabinets ¢ Gli-dor Cabinets @ Ironing Board Cabinets © Mantels & Telephone Cabinets ¢ 
' Multiple-Use & Linen Cabinets © Stair Parts. 
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Stop Double-Talk 


HY we have embarked on a vast public housing program and 
why we may expect more of it is demonstrated in an article 
by Senator Robert A. Taft in a recent issue of Collier’s. 

Senator Taft the man chiefly responsible for the passage by 
Congress of the public housing measure — presents a sound, logical 
series of arguments why private enterprise must be freed of more 
government and more taxes if it is to survive. Having delivered 
himself of a brilliant dissertation on this theme, he then proceeds 


mA T 1 Oo 


REAL ESTATE 
and BUILDING 


| JOURNAL 








s to boot over the cliff his whole argument by the following: 
Caettehed fs 1900 “I believe that the American people feel that our production is 
| VOLUME 50 NUMBER 11 


so great that we can afford to put a floor under the necessities of 
life — food, education, medical care, housing — so that every 
CONTENTS | family may have available a minimum decent wars Such a 

policy is not only essential to prevent extreme hardship, but to 
give something like equality of opportunity to the children born 
into such families. There is no serious limitation of free enterprise 
How to Develop a Profitable Shopping in such regulations until we come to the over-all question of total 

Center — By Bob Fawcett 14 expense. 

We looked in vain in Taft's treatise for any conclusion that 


NOVEMBER 1949 


How Do You Look to Your Prospect? 


ny Kilns Shatierdnes 18 public housing should NOT be undertaken because of “the over-all 
| - cine question of total expense.” Instead, we found such sentences as 
ome Building Rate Soars, Records “EP, . ‘ > ) 
| Topple 19 these: “Free enterprise cannot take any more government. 
: It cannot take more government competition. . . . It cannot take 
“we — 20 increased taxation.” BUT . the Senator goes on .. . “J don’t 
ae : believe this situation requires a negative government policy. The 
Avoiding Condensation 22 government can do many things at relatively small expense 
Ideas That Help Sell 23 research, for instance. It can reasonably expand activities in 


How to Appraise Business Property health, education and welfare... . Such a welfare policy requires 


By Paul Adams 24 a very small percentage of the amounts demanded for the true 
Binns Flails Public Housing 26 welfare state whose vast projects change the whole nature of our 
Unnecessary Taxes Destroy Profits 7 elfare tect . ay ) ? 1c 3 ; 

by Chaitin Siniknel 27 Just where does Senator Taft stand? Why is it necessary for 

the co-author of the Taft-Ellender-Wagner public housing bill to 
m Sane Your Percentage Leases Protect ie hide behind confusing statements such as these? 
. When are we to have an end to political double-talk by the men 
New Device Speeds Bricklaying 30 who are championing a gigantic program of public housing . . . 
New Life For an Old Property 31 a program that will add ultimate billions to our tax load and start 
Client-Pulling Brochures for Every us on a socialistic road from which there may be no turning? The 

Department 32 answer is: When we can convince the American people that our 
Homes Our Readers Are Building 34 production is not great enough and never will be great enough 
tte Cites Matias Cnt, Cacia Chinen 96 to have a little bit of socialized government housing or a little bit 

Religie ; of socialized medicine or a little bit of socialistic this or that all 
tow to Give Utility Resumes Salshitiey ed under the misguided name of “welfare.” We can take care of 
The Law Says our needy by local means. Let’s stop crying “security” from 

ay ong f. Andean = Washington and go back to crying “opportunity.” Let's join forces 
Product Progress 39 to sell the man on the street that his true welfare depends on less 

Among Ourselves 42 government in business, not more. 
Last week I argued informally against socialized medicine before 





a group of home builders and real estate men. Only a very few 
in the group supported my arguments. “The medics have brought 
all this on themselves,”’ I was told. “There is a shortage of medical 
care.” “Doctors are making money hand over fist.” “They're just 
a big trust — they’re not doing a job.” 

Stop a minute! Do those arguments sound familiar? Put the 
words “home builders” or “realtors” in place of medics or doctors 
or medical care in those statements — and you have the very argu 
ments made by the average man on the question of public housing. 

Certainly we have abuses in our medical fraternity — and in our 
home building and real estate fraternity, just as we have abuses in 
our entire capitalistic system. But let's cure them the American 
way. Let’s stand up and be counted on a principle. Let’s as leaders 
and as individuals stop double-talk. 

There are enough over-taxed Americans — white-collar workers, 
real estate men, home builders, property owners, physicians, small 
business men, enlightened farmers and wage earners to save 
America from ruinous governmental paternalism if we unite . 
and state our case clearly. Let’s do it. 


Published monthly for real estate builders, property 
managers, and brokers, by Stamats Publishing Com- 
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How to Develop a 


Prt Shopping Center 


f / e 

Increasing downtown business congestion is accelerating the con} 
sumers demand for accessible shopping centers . . . a profitable 
signal for far-seeing realtors and builders with a keen knowledge 
of trends in their communities. But where should a shopping 
center be located? What trade radius should it serve? How much By BOB FAWCETT 
space should be allotted to parking? And how about architecture, Managing Editor 

types of shops, leases, tenant relations? Here are the latest 
guides to the planning, building, management of such centers 





Top left: Artist’s rendering of British 
Properties, Ltd. shopping center in West 
Vancouver, B. C. Area is about eleven acres 


Above: Shoppers Row, shopping center of 
Cain & Culhane, Inc. in Glenview, IIli- 
CM SUMP Mani ceritiioeterce Micitt) 


Top right: Sketch of Lincoln Village shop- 
ping center, Schoenlank & Kirschner, Chi- 
cago, has parking space ratio of six to one 


Left: Outlying shopping centers should be 
at intersection of well-traveled highways. 
Open land. on all sides acts as buffer 











Sam 








(MAND for well-located business space is on the upswing in urban 

centers across the nation. In a 30-city Journal survey, realtor-build 
ers report almost unanimously that the shortage of business space is 
becoming more acute day by day. The only dissenting vote came from 
one California realtor who said, “The shortage doesn’t seem to be quite 
as bad as last year.” 

But along with this demand comes a change in thinking about the 
definition of “well-located.” Crowded conditions, complex traffic and 
parking problems, accentuated by an increase of more than one million 
cars on the road since 1938, are luring the buying dollar away from 
downtown business districts. Mr. and Mrs. Buyer, harassed by the pre- 
mium on parking, are looking for more accessible districts. 

Major contenders for these shopping dollars are outlying shopping 
centers ... concentrated areas of harmonizing shops controlled by one 
person or organization, leased to a variety of businesses, and offering a 
dollar-lure of accessibility and free parking. 

The idea of shopping centers is nothing new, but during the past 
few years it has received increased emphasis. Now it is looked to as * 
major solution to a city’s growing pains. Actually, shopping centers 
offer the advantage of old-time general stores . . . everything under one 
roof. 

But more than that, shopping centers have opened up a new field of 
opportunity to far-segeing realtors and builders. Cities are spurting with 
growth, spreading out along the countryside in the pattern of a shotgun 
blast. And business districts, built vears ago with narrow streets and 
walks, are finding they can't serve today’s increased population with 
yesterday's antiquated facilities. 

Only a few years ago, it may have been a gqod long walk from the 
edge of town to the most popular downtown department store. Now 
it’s a good long drive, with a parking meter waiting to greet Mrs. Shop- 
per after a half-hour search. The automobile has limited its own us¢ 
fulness. 

Public demand is ushering in a new era of shopping center develop 
ment. 

Outlying shopping centers have presented their own problems, ones 
that can be solved with careful analvsis of existing centers. Some have 
been built without thought to nearby competition or limited trade area. 
Some developers have overlooked careful studies of automobile and 
pedestrian traffic. In many areas, zoning restrictions have encouraged 
ribbon-like development of shops for several blocks on both sides of 
already well-traveled streets, adding to traffic complexities. Profitabl 
lessons can be learned from all. 

Location is of primary importance in shopping center development. 
And each category under location is as important as the next. 

The developer, first of all, must convince himself of the desirability 
of the location, thus arm himself with selling pointers for prospective 
tenants. Potential trade area is the first clue. Most developers are agreed 
that a center of 10 shops, for example, should have a potential trade 
population of at least 1000 families, about 3500 people, or an absolut 
minimum of 500 families. 

Buying power is the next consideration. Although this is difficult to 
measure, estimates can be made by figuring the distribution of income 
tax returns, proportion of home-owning families to non-home owners, 
number of non-commercial telephones. Sales tax figures of other stores 
in the area furnish a guide to the approximate sales volume that may 
be expected. (Editor and Publisher Market Guide tabulates retail sales 
volume by cities and by certain store classifications.) 

Hugh Prather, developer of Highland Park shopping center in Dal 
las, says, “The most important point in determining location is to be 
sure that the site is located as nearly as possible to a densely populated 
residential area, or one that is growing so rapidly that it gives promise 
of soon being able to support the size shopping center you contemplate 
building. 

“There is no question in my mind that the exact location should be 
at the intersection of two heavily-traveled highways and not located 
closer than one mile to an existing shopping district.” 

Charles Joern, realtor-builder of LaGrange Park, Illinois, gives these 
five points for determining location: accessibility to traffic and avail 
ability of parking areas, purchasing power of area to be served, stability 
of income, location and size of competing centers, future growth.” 
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Flush, overhead lights should be spaced to eliminate 
possible shadows from pillars and show-cases. Ceiling 
should be high enough to create effect of spaciousness 
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Broad expanses of glass and wide, two-way entrances 
spaced along the front-line merchandise the products 
sold in Park Lane, Service Realty’s center in Baltimore 





Parking areas alongside Park Lane shopping center 
in Baltimore are constructed to create space for two 
tiers of cars parked at a right angle to building wall 





Main entrance halls of the buildings in J. C. Nichol’s 
Country Club Plaza in Kansas City are decorated with 
colorful tile and art objects from Europe and America 
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Accessibility of the site by private car, public transportation, and 
pedestrian should be judged carefully. Even the side of the street on 
which the center is located can spell profit or loss. R. B. Waggoman, 
developer of Albuquerque, says, “If the center is located in an outlying 
area, retail stores should be on the right-hand side of the outbound 
street to catch ‘going-home’ traffic.” 

Where the center lies cityward from the tributary population, how- 
ever, in most cases it should be located on the right side of the street 
city-bound. 

; If there is a fair possibility for growth, sufficient area should be ac 
quired for expansion and control. Do not, however, construct: more 
shops than are needed at the time. A buffer between shopping and 
residential areas serves a manyfold purpose. This extra land sae 
protection against possible encroachment and competition, additional 
area for added shops or increased parking facilities. 

If downtown business districts have lost their attraction because of 
inadequate parking areas, this part of planning outlying centers is of 
major importance. The amount of parking area hinges, of course, on 
location, whether or not the center primarily depends on walk-in or 
drive-in trade. Most developers agree, however, on a minimum ratio of 
two square feet of parking to every square foot of floor space, or six cars 
for every 1000 square feet of floor space. 

Chester Moores, realtor-developer of Portland, says, “The mast effect 
ive ratio is three square feet of parking to one of floor space. However, 
where cost of land is a primary factor, a ratio of two and one-half to 
one can be utilized.” 

Most economical type of parking is head-on, 90-degree, or right angle. 
Width of 65 feet is desirable for 90-degree parking, provides for two 
tiers, a central two-way aisle, and two-way operation. Desirable width 
for 45-degree parking is 60 feet. 

‘Twice as many cars can be housed in diagonal parking as parallel il 
the street is 70 feet wide. 

A cost of $1000 per parking space, which is low considering the aver 
age turnover of 40 minutes per car, assures an attractive parking area 

. one that is hard-surfaced, well-drained, reflects a minimum of glare. 

Front area parking is preferred by most developers, though it offers 
several disadvantages. It is usually planned to handle peak loads and 
therefore is so large that store fronts are set too far back from the strect 
for maximum attraction to passers-by. But it provides quick access to 
shops for the in-and-out rm 

Rear parking has the disadvantage of causing the — to ente! 
the rear of the shops, thus missing sales appeal of front window displays. 
Some builders have planned tunnels and arcades from rear area to front, 
furnishing additional space for displays along these walks. But reat 
parking also makes the service problem more complex .. . trucks un 
loading goods interfere with customers’ cars. 

Fritz Burns, realtor-builder of Los Angeles, says, “Accessibility of 
parking is the principal factor. Front parking is a geographical prob 
lem. The customer demand will change {rom one community to another.” 

Split parking, both rear and front, is admittedly the safest plan. Space 
in front is planned to carry the normal load, with the rear area planned 
to care for peak loads. 

Caution must be taken to stipulate in your leases where employers 
and employees are to park their cars. Their use of the center's parking 
facilities may substantially hinder business, as one developer found 
when he figured more than five thousand cars could be accommodated in 
one day in the space taken by the center's employees. 

Architectural harmony of all shops is important in this type of de 
velopment. For example, in one midwestern city recently, residents of 
a subdivision petitioned against rezoning a nearby area for commercial 
purposes. Their objection: a group of stores would rise in odd shapes 
and sizes, harming the beauty of their neighborhood. All agreed that 
access to such shops would be a convenience. When they discovered that 
a shopping center was to be built, all shops blended into one type of 
architecture, they encouraged the rezoning. 

There is no set rule on the type of architecture to use, as illustrated 
on these pages. However, it might be said that extremely “modernistic” 
designs should be avoided. They may be quickly outdated and less ac 











Rustic redwood lumber contrasts with more , é . 
modern furnishings in Charles Codding’s ceptable than period styles. Simple modern design has the advantag¢ 
Town and Country center in California of less cost, greater flexibility for present use and expansion. 
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The most profitable location as illustrated by shopping 
center of Latter & Blum, Inc., New Orleans, is on the 
out-bound side of the street to catch shoppers going home 
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Entrance-ways and walk-ways to the shopping center in 
Prairie Village, J. C. Nichols’ moderate-priced community 
in Kansas City, are shielded with marquees for shoppers 








Chaffee Park Heights shopping center, built by Garret- 
Bromfield & Company in Denver, exhibits a variety of 
shops ranging from corner drug store to a grocery store 
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Here are several guides, suggested by developers: 

Use plenty of window area, open fronts, metal or smooth-surface 
materials. 

Use permanent canopies or marquees where possible to protect shop- 
pers. 

Best frontage is 17 feet from a vision standpoint. Depths vary with 
requirements, average 60 fect. 

Plan that partitions can be removed for expansion. Put plumbing 
fixtures on permanent load-bearing walls only. 

Plan ceilings for 12 feet or less. Modern lighting and air conditioning 
systems make higher ceilings unnecessary. 

Keep rear wall free of ducts, pipes, etc., to permit expansion 

Retain control over all exterior signs to enhance the character and 
attractiveness of the center. Sterling Klein, developer of Park Lane in 
Baltimore, says that signs in his shopping center must blend with the 
general scheme, must be flush with the canopy. Hugh Potter, builder of 
River Oaks in Houston, restricts signs to an area under the canopy and 
directly above the show windows. 

Extreme care must be taken to select the right type of businesses with 
proper tenants and good lines of merchandise. 

At the start, a small center may have difficulty drawing tenants who 
can spend much on advertising. Smaller shops will depend on a super 
market, drug store, branch of an established department store as traffic 
getters. 

There has been considerable discussion about the most valuable busi 
nesses to a shopping center. According to the Community Builders Coun 
cil of the Urban Land Institute, the most popular types of businesses in 
existing shopping centers are, in order: drugs, food market, variety store, 
bakery, dry cleaner, beauty shop, women’s wear, shoe shop, gift and book 
store, children’s clothing, jewelry, barber, men’s wear, candy shop, shoe 
repair, 

Many centers provide second story offices for doctors and dentists, 
other professional men, but there is some question about whether or 
not this is profitable. Other centers utilize second floor areas for roof 
parking (see Journal, August). 

Certain types of businesses, such as banks, post offices, and other serv 
ice establishments, usually pay low rentals and may even lose money 
for the developer. They are, however, extremely valuable to high rent 
tenants and round out service to the community. 

In leasing certain shops, remember that businesses complement to each 
other should be located together. Service and repair shops should be 
grouped, shops catering to women should be close together, grocery, 
drug and variety stores should be complement to each other. 

The factors which determine the distribution of these groups are 
amount of rent, convenience, suitability of the shop to the location. 

Theaters are located in some of the larger centers, but usually not in 
100% locations. Merchants admit that theaters draw large crowds but 
usually in the evening when the shops are closed. 

The value of good tenant relations cannot be overemphasized. Such 
relations stimulate enthusiasm and interest in the center and can pro 
vide a trade-drawing power that is difficult to match. 

Here are several suggestions on how to make your tenants “boosters”: 

Issue a “house organ” about the activities of employers and employees 
in the shopping center. 

Send out a monthly news letter which contains information about 
local merchandising trends, window display ideas, sales ideas. 

Provide an advertising consultant to aid merchants in the preparation 
of their advertising. 

Hold dinners and meetings where tenants may offer complaints, sug 
gestions, become bette1 acquainted. 

Plan shopping center activities such as unusual Christmas displays, 
festivals. 

An organization among your tenants can stimulate a cooperative ef- 
fort to make your shopping cente1 better known, more serviceable, more 
beautiful, which will in turn benefit all tenants as well as the developer. 

But there is no exact formula for the development of shopping cen 
ters. These guides, the experiences in existing centers, must be studied, 
but in the end it is the developer's ingenuity and foresight, tempered 
by his knowledge of local conditions, which will result in a profitable 
investment. 








By EDMUND MOTTERSHEAD 


re a look at vourself in the 

mirror. Take a good look. I 
you were a buyer instead of a sales 
man, listening to you and looking 
at you, would you laugh, grumble, 
or listen? 

Your prospects probably see as 
many different salesmen each week 
as you see prospects, if not more. 
At the end of anv week they can 
count on the fingers of one hand 
the number of professional sales 
men they saw who are truly crea 
tive salesmen. 

Why do two or three salesmen 
stick in their memories while the 
rest. remain indistinct and= sha 
dowy figures? Simply because these 
few professional salesmen not only 
approached the buyer's problems 
with sincere interest, but because 
they had developed individual sales 
personalities. 

The famous Harvard psycholo 
gist, William James, said, “Action 
seems to follow feeling, but in re 
ality action and feeling go together. 
By regulating the action, which is 
under the more direct control of 
the will, we can indirectly regulate 
the feeling.” 

Rainey, the famous animal train 
er, once stated that he had known 
an angry word to increase the pulse 
of a horse 10 beats per minute. 
Certainly your prospect is as sensi 
tive as a horse. Every time we speak 
we determine the attitude of our 
hearers. If we are calm and _ re 
served, they will be calm and r 
served. If we are nervous, thev will 
become nervous 

When vou are sincerely enthusi 
astic in the presence of a buyer, 
there are two definite reactions. 
His judgment is warmed in you 
favor, and vou vourself are stimu 
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lated to make the best presentation 
vou can. 

Personal enthusiasm arises from 
the possession of a complete knowl- 
edge of your product. It comes first 
with the realization that you are 
an authority, that through hours 
of research and investigation you 
have acquired such a fund of us 
ful information that you can easily 
meet all comers. You feel buoyant 
with the realization that you have 
taken vourself out of the class of 
also-ran competition, 

What sort of reaction does your 
attitude and conduct elicit trom 
your prospect? In order to develop 
a check-list of prospect reactions 
which you should guard against, 
we asked 200 new home-owners to 
describe in just a few words the 
salesmen who most annoved them. 
The following comments summa 
rize their reactions: 

Why should I give you my busi- 
ness? So far you have not shown 
me a single reason why I should 
buy from you instead of anyone 
else. All you have given me so fai 
is a lot of hot air. Let’s get down 
to brass tacks and talk about the 
things that really count with me, 
such as financing terms, construc 
tion details, community facilities, 
CaAXes. 

What makes you think I am so 
dumb? I am sorry that I do not 
easily become enthusiastic about 
the way you treat me and continue 
to speak to me as though I were 
a low-grade moron. Your air of su- 
periority makes me tired ... all 
over. Your superiority complex is 
not getting anvwhere with me. 

I think you have a lot of nerve 
to get so “familiar” on short ac- 
quaintance. .\s far as I’m concerned, 


you're just another peddler. Who 
ever gave you permission to slap 
me on the back and call me “old 
man?” How do you get that way? 
A little more courtesy would help 
our relationship. 

I don’t know the owner and I’m 
not interested in him. I have a few 
troubles of my own. Why complain 
to me about the way he treats you? 
In any case I have no use for any 
one who can’t show more loyalty 
to his client. 

You talk about special service. 
What have you ever done for me? 
Sure, I gave you a listing six months 
ago. For what? Did I ever hear 
trom you again after that? You 
have a lot of nerve to feel that I 
should give more attention just 
because of one deal on which you 
didn’t follow through very much 
vourself. 

Keep your shirt on! You'll never 
get anywhere with me if you have 
no more patience than you are 
showing. 

I don’t believe you really know 
anything about this business. My 
own building is the most important 
thing in the world to me, and I 
would really be much more inter- 
ested if you would talk about that 
instead of about your own prob 
lems. If you would try less to make 
a sale and spend a little bit of time 
trying to find out whether you can 
do me any good, I would apprect- 
ate it very much. 

What ever happened to that hot 
tip I gave you? Just as a matter of 
common curiosity I'm interested to 
know how you got along with my 
friend Bill. As a matter of fact, I 
feel responsible for having sent you 
to him, and as a matter of courtesy 
you should tell me what happened. 
\ little consideration goes a long 
way. 

You can’t be very successful, 
judging from that seedy look. I’m 
not interested in talking to any 
fashion plate, but I would have a 
better opinion of you if you would 
at least shave before you come in 
to talk to me. Any change in youn 
present appearance would be «a 
change for the better. 

Why can’t you keep your prom- 
ises? How do you expect me to be 
lieve anything you say when you 
forget to do the things you say you 
will do? I don't have to be disap 
pointed more than once. There are 
plenty of other people waiting for 
my business. 

You talk entirely too much. Why 
don’t you give me a chance to say 
something once in a while? I get 
dizzy listening to your fast line of 


(Please turn to page 40) 
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Home Building Rate Soars, Records Topple 


ESPITE strikes and economic unrest, the nation’s 

home building, after a slower-than-1948-start, is 

booming ahead of last year and Soaring to new 
production records. 

In a Journal 15-city survey among officers of local 
home building associations, reports are that home 
“starts” for the last three months are anywhere from 
“running ahead” of last year to a “50° increase” over 
1948. 

In September, usually a declining production month, 
the 1949 starts reached their peak with 100,000 (see 
graph) and brought total starts for the first nine 
months ahead of the same period last year. 

The boom is not regionalized, though the extreme 
South reports the greatest gains over last year, accord 
ing to survey results. Reasons for the “boom” vary 
from “easier consumer financing” to “the increase in 
construction of rental housing (2-or-more-family units). 
But one of the major reasons is the increase in low- 
cost housing — with the result that buying is picking 
up as “folks find houses they can afford.” 

And people who have been holding out for lower 
prices have awakened to the fact that prices have 
dropped about as far as they can be expected to go 
in the near future ana that they “might as well buy 
now.” 

In Memphis, Frank C. Steudlein, executive vice 
president of that city’s home builders’ association, 
points to figures for the third quarter of 1948 — 896, 
and 1949 — 2071, to show the increased activity in his 
area. And he reports prices are down from 5°% to 7%; 
that the market is especially good in the $10,000 class 
and excellent in the $6,500 to $7,500 bracket. 

In Omaha, A. B. Parks, secretary of the Builders’ 
Exchange, says, “Home building starts in the Omaha 
area for the three months including October are 
3314°% above a year ago, each month running ahead 
by a substantial margin. There are 1,340 units under 
construction now compared with 1,112 a vear ago. 
Our production of single family homes is down about 
25°. from 1948, but the substantial increase in Section 
608 rental housing is pulling us ahead of a year ago.” 

Also stimulating more people to buy is the fact that 
they are “getting more for their money” than they 
did a year or two ago. As an example, Parks says, 
“Buyers are a little more selective, and I notice that 
better decorations, landscaping, kitchen and laundry 
appliances, and hand gadgets such as telephone jacks 
and shoe racks in closets seem to help sell houses.” 

In Seattle, V. H. Dent, secretary of the local home 
building association, gives this opinion: “Within the 
city limits we estimate, without October figures, that 
there is about a 5° increase in starts for the last three 
months compared to the same period in 1948. In the 
metropolitan area outside the city limits of Seattle, 
the increase is about 35°>. Builders estimate that 
costs of comparable homes are probably down 5°; 
trom last year. 

In Cleveland, |. J. Madigan, executive director of 
that city’s association, says there has been a 15% in 
crease in housing starts for the past three months over 
1948. “The average price has dropped. Operative 
builders have been able to take advantage of a drop 
of up to 8% due to larger operations. Smaller builders 


have established a decrease in sales price of about 5%.” 

In Sacramento, C. B. Perkins says, “There has been 
a gain of about 10°% for the last three months over 
last year and prices of these homes are slightly less.” 

In Salt Lake City, Earl P. Staten says, “Starts for the 
past three months are about the same as last yeat 
with prices slightly higher. Any increase in building 
activity can be mailing contributed to the increase in 
population.” 

In Dallas, Grover A. Godfrey says, “The last three 
months are ahead of the comparable period in ‘48, 
but we are still behind last year on total yearly pro 
duction. Economy housing has given us $6000 to $7500 
homes that we did not have last year. This has spurred 
more buying.” 

In Chicago, Martin C. Huggett says, “Activity in 
the last 90 days is 12°, ahead of the same period in 
1948 and similar houses are about 5°% lower in price. 
After four years of ‘downward pressure’ propaganda, 
the public has arrived at the conclusion that housing 
is sull a part of the general economy and subject to 
no miracles.” 

In New Orleans, Jack M. Helm says, “The past three 
months have shown a 50°, increase over the same 
months of 1948 and a greater proportion of these 
homes are in the economy price range. The increase 
in building activity can be attributed to pent-up de 
mand. And easier procurement of materials means 
that costs can be better-controlled.” 

In Philadelphia, William E. Johnson says, “Build 
ing activity is running ahead. Prices are about the 
same, but builders are constructing smaller houses.” 

In Louisville, W. Arthur Sorrell says, “Building 
activity is about the same, but average sales price is 
about 25% less. Most of the activity is in the $6750 
range.” 

Home Building Starts 
In “normal” seasons, the home building rate usually slackens in 
May, after a springtime rush. But in 1949 every month since May 
has shown a gain. Result is that in the first nine months of this 
year builders started 743,000 new units, 1,600 more than in 1948 
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Cramped, inconvenient, unsightly was this 
oldtime washroom in a Chicago apart- 
ment. The landlady reported it a definite 
rental disadvantage. Intelligent planning 


made lavatory into attractive bathroom 


Combining functionality and the newest in 
decoration is the bathroom at top of page. 
Glass block wall is centered by 4x4-foot 
window. Separate shower has pebbled 
glass doors. Closet opens into bedroom 
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Bathrooms 


Are 
Sales 
Clinchers 


By W. W. BROOKS 


Plumbing and Heating 
Industries Bureau 


Modern fixtures alone won't sell bathrooms. Bathrooms and lava- 


tories must be planned to utilize all given space, they must be ex- 


pansible, and they must be planned to accommodate every age 


group. Twin lavatories with bathroom in common, recessed fixtures, 


small receptor bathtubs and dental lavatories are some features 


described here to make the bathrooms you build sales clinchers 


LUMBING tells the age of a 
house. Bathroom styles for the 
newly constructed house are often 
the criteria by which a prospective 
buyer judges the house. 
Therefore, either type of house 
the modernized or the brand-new 
must have bathrooms that show 
sound planning and the newest 
fixtures. Otherwise, the home-buver 
will find his castle elsewhere. 
Modern fixtures tub, lavatory, 
and water closet and colorful 
accessories may make the bathroom 
beautiful, but experience has shown 
that to continue in favor a bath 
room must also be efficient in use. 
For true satisfaction, a bathroom 
must be well-planned with every 
possible member of a household 
taken into’ consideration: aged 
adults, middle-aged parents, young 
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married couple, and 
small children. 

The expansible bathroom is the 
order of the dav. No bathroom was 
ever too large, and most of those in 
existing houses are definitely too 
small for their many uses. What is 
a young married couple today 
might someday be a bustling house 
hold of five, six or seven to say 
nothing of the weekend guests 
and all these persons must have 
adequate bathing and toilet facili 
ties. 

Ranch-type houses nearly always 
call for two bathrooms one at 
each end of the rambling series of 
rooms. If two complete bathrooms 
cannot be planned, then a powder 
room, lavatory and 
water closet, should be included. 

I'wo-storv homes should have the 


teen-agers, 


consisting of 
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master bathroom on the second 
floor. Best location is at the end of 
the hallway, so that no one need 
go through a bedroom to reach it. 

Recommended size for the family 
bathroom is 6 x 8 feet with all fix- 
tures on one wall and the radiator 
under the window. A good general 
rule to remember is that the more 
fixtures are kept on the same wall, 
the less behind-the-wall piping is 
needed to service these fixtures. 

I'win lavatories and twin en- 
trances make a fine double duty 
family bathroom. The idea of two 
lavatories has come into promi- 
nence recently because of home- 
owners’ overwhelming demands for 
more convenience in bathroom use. 
\n example of this type of bath- 
room features two lavatories on the 
window side with the tub on the 
opposite wall. Doors are on both 
sides of the twin lavatories, while 
the water closet can be between one 
door and the tub. All this can be 
installed in a space measuring 74 
x 10 feet. 

For greater efficiency, one ot 
more fixtures can be recessed and 
instead of a full-size lavatory, the 
tiny dental lavatory can be install- 
ed. Shelves over the water closet 
further add to this compact bath 
room's usefulness. 

Even more compact bathrooms 
(such as 5 x 5 feet) can enhance the 
smaller houses, but are inadequate 


Divided into three compartments, this 
bathroom presents an attractive in-a-line 
arrangement that lends privacy and gives 
economy of installation. New square tubs 
may be wall-recessed or placed in corner 


family bathroom. Recommendation 
of architects is a 28-inch door which 
opens into the bath. Minimum 
bathrooms can have doors only 24 
inches wide. Space between fixtures 
should be six inches, but, for Spar 
tan economy, less space may be 
allowed. 

Small receptor bathtubs, cornet 
lavatories, and corner shower cabi- 
nets save even more space. Modern 
ization of unused or odd_ spaces 
provide extra plumbing facilities 
in existing houses. Remember here 
that clothes closets are wonderful 
insulators, keeping heat in the bath 
room in winter cold spells. 

Powder rooms save time and 
steps. In a two-story house, a first 
floor washroom will help prevent 
stairway accidents, ease the week- 
end guest problem, and help boost 
the family health standards. Ii is 
possible to have the convenience of 
a powder room in a small area, but 
it is better to allow more space: 
guests like a dressing table, and 
mothers with children like enough 
room for two. 

Backing up of bathroom and 
kitchen plumbing is economical for 
a one-story house, or where there 

























room. If the sink is placed under 
the sink should 
near the bathroom piping as possi 
ble for economy of installation. In 
a two-story house, the bathroom 
should be located above the kitchen 
for piping economy. 


a window be as 


Allow for plumbing facilities in 
the basement, too. Basement lava 
tory and shower facilities will al- 
ways make a hit with Dad and the 
children who are budding athletes, 
amateur gardencrs, and electric 
train enthusiasts. With basement 
recreation rooms so popular now- 
adays, a bright powder room near 






























to take the place of the regular _ isa first-floor powder room or bath- the entertainment area is always 
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Minimum recommended size for family bathroom 
is 6’x8’, with all fixtures on one wall and with the 
window over the radiator. Plan at right is popu- 
lar arrangement with behind -the-wall piping 





Three minimum bathrooms, inadequate for fami- 
ly use, fine as auxiliary service. Fit into limited 
area. Space between fixtures should be six inches 
but may be less as shown for economy of space 








Plan above right has poor and costly plumbing 
arrangement with fixtures on each wall. Window 
over drafty tub. Necessary to stand in tub while 
washing windows. Shown at left is correct layout 





An in-a-line arrangement triples the efficiency of 
the average bathroom. In this case the bath tub 
is located between the two wash rooms. Layout 
is ideal for large families, and insures privacy 
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needed by gregarious home-owners. 

The latest plumbing fixtures are 
adaptable to all these plans, uses. 

Master bathroom tubs are usual- 
ly rectangular and come in such 
lengths as 414, 5 and 5% feet. These 
tubs, available in many colors, have 
broad, flat rims comfortable for the 
bather to sit on while dressing. 
New, square bathtubs, 4 x 4 feet, 
are adaptable for recessing or in 
stallation in a corner. One model 
contains two integral seats, handy 
for footbaths or bathing small chil- 
dren. 

The low sides of all these tubs 
make entering and leaving the bath 
easier and safer. Chromium-plated 
brass grab-bars installed vertically 
or horizontally near the tub and 
flat tub bottorins also add to bathing 
safety. 

Overhead showers are easily in 
cluded, as the tub water piping is 
already there. New showerheads 
are smaller and boast such features 
as non-clogging holes and varving 
streams — fine needle spray to a 
coarse, drenching torrent. 

The separate shower compart- 
ment is of two general types. The 
square, prefabricated, metal shower 
cabinet is designed for minimum 
spaces and restricted budgets. A 
sample size is 32 inches square and 
76 inches high. These cabinets are 
shipped knocked-down for quick 
assembly on the job and economy 
in the overall plumbing picture. 
\n inexpensive curtain or swinging 
door may be used to keep water 
from splashing onto the floor. 

A second type of separate shower 
compartment is the tiled-in model 
with more room and more showe1 
equipment than the bare essentials 
of showerhead and twin controls. 
These more luxurious compart- 
ments may have two or three show 
er heads placed at different levels 
on the wall. Glass doors for separate 
cabinets and sliding glass panels 
for over-the-tub lend 
even more sumptuous air to 
upright bath. 

Lavatories, most attractive of all 
plumbing fixtures, are made in a 
wide variety of sizes and price 
ranges. Smallest is the new dental 
lavatory measuring 12) inches 
square, or I4 inches square. Other 
small lavatories have these dimen 
sions: 20 x 14; 19 x 17; 20x 18; and 
a small corner lavatory with 16-inch 
sides. 

Nearly all these lavatories, like 
the larger ones, can be equipped 
with unobstructed rear shelves and 
side towel bars of chromium plated 
brass. The smaller 
be wall-hung with 


showers an 


the 


lavatories 
no 


can 
supports 


needed from the bathroom floor. 
The larger lavatories (sample sizes: 
24 x 20; 27 x 21) offer more flat 
surlace space on top than ever be 
fore. Correctness of detail and 
glamour of style are combined with 
perfection of operation. Basins are 
rectangular, octagonal, or D-shaped 
with the straight side of the D to 
ward the user. Valve handles for 
hot and cold water work effortlessly 
with the touch of a finger, yet com 
pletely stop dripping faucets. No 
need now for that extra hard twist 
that damages valves and piping 
alike. 

Recently introduced —lavatorics 
have either 1) flat tops, or 2) raised 
back ledges. The first type has up 
right fittings — two valve handles 
and one faucet where the water is 
mixed for the desired temperature. 
The raised back ledge variety 
means that these fittings are on the 
vertical side of the basin rear, leav 
ing the top of the flat ledge free for 
toilet articles or for a mirror to 
come down flush with the back of 
the lavatory. 

Latest twist on lavatories is the 
combination lavatory-dressing 
table. A lavatory, somewhat on the 
small side (20 x 18 inches), is built 
right into a flanking cabinet with 
ample top surface for toilet articles, 
combs, perfumes, etc. For the larget 
bathrooms or for adjoining dress 
ing rooms, this handsome innova 
tion is especially useful. 

Siphon jet water closets are the 
last word in water closet construc 
tion, which has been tremendousl\ 
improved in recent years. Close 
coupled with an elongated rim, the 
siphon jet has a quiet, efficient, 
whirlpool flushing action, hygienic 
saddle seat and flat top cover of 
plastic that completely encloses the 
top of the bowl. Overall height of 
one type of siphon jet closet is 311 
inches, with a tank width of 21 
inches. It extends 31% inches from 
the wall into the bathroom. 

Least expensive of the water clos 
ets now available is the washdown 
type. Some of the newer washdowns 
measure: 2915 inches high, 2134 
inches wide, 261% inches from front 


to back; 3434 inches high, 2034 
inches wide, 27 inches from front 
to back. 


A third type of water closet is 
called the reverse trap and is be 
tween the siphon jet and the wash 
down in price. 

There is no scarcity of plumbing 
fixtures now and the wholesale 
price index figure for plumbing 
products is well below that of near 
lv all building commodities. Build 
ers can make every bathroom sell. 
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Avoiding Condensation 


S FORM windows, the basic pur 
pose of which is to provide in 
sulation, will not eliminate con- 
densation; their influence on con- 
densation, when beneficial, is a by 
product of their insulating value. 

Glass is a poor insulator, but the 
laver of air which clings to either 
side of the glass acts as a good in- 
sulator. Wind reduces the thick 
ness of this laver, or blanket. How 


ever, storm windows serve to in- 
crease the number of such lavers. 
Heat from the inside is lost 


through direct transfer through the 
glass and also through cracks in 
any movable window. Storm win 
dows with movable sash reduce the 
leakage, but will not entirely elim- 
inate it. 

Condensation collects on a win 
dow when warm moisture-laden air 
is cooled so that it can no longer 
carry all its moisture. If the tem 
perature of the glass is above freez 
ing the moisture will appear as a 
dew; if it is below freezing, frost 
appears. Without storm windows in 
severe weather, heavy frost deposits 
collect which, when they melt, can 
damage curtains, woodwork and 
plaster walls. Storm windows elimi 
nate condensation on inner win 
all but the most 
weather if the humidity inside the 
house is kept at a reasonable level. 
the inne 
face of a storm window is a differ 
ent problem. The moisture which 
condenses on the cold glass of the 


dows in severe 


Condensation on sur 


comes from inside 
the house through the cracks of the 
inner window. As it is impossible 


storm window 


to eliminate this leakage entirely, 
it is impossible to entirely elimi 
nate this condensation. 

Except in severe weather, how 
ever, good weatherstripping of thc 
inner window plus adequate venti 
lation of the space between win 
dows to the outside will keep this 
the level of a 
nuisance. Usually about one square 


condensation below 


inch of opening is sufficient and it 
will cause no appreciable loss of 
insulating value. 

Benefits of storm windows are as 
while they 


follows: save heat, in 


crease comfort, reduce condensa- 
tion, thev do not eliminate conden 
They do transfer, however, 
condensation from inside to outside 
weather 


stripping and ventilating are best 


the house; inner window 


to reduce remaining condensation 
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ideas 


THAT HELP SELL 





Black-Light Magic 
GLOWING fluorescent sign 
! that seems to float against the 


background of the night-sky identi- 
fies “The Village,” a 160-acre land 
development project of Town and 
Country Estates, Inc., Wichita, 
Kansas. 

During the day, the painted sign 
board resembles any roadside bill 
board, but at night, it becomes a 
dynamic eye-catcher. The sign is 
painted with a_ special oil-base, 
fluorescent paint which glows when 
ultra-violet lights automatically 
turn on in the evening and shine 
on it. 

The only incandescent lighted 
portion of the sign is the glassed-in 
plat of the tract represented on the 
left-hand side of the sign. 





“Sold” Flags 
i! RY time a home is purchased 


4 in his 53-unit housing develop 
ment, College Homes, A. G. Eldred, 


realtor of Santa Ana, California, 
pins a small flag marked “sold” on 
the lot location in a tract plan dis 
plaved in his show-window. 

On a huge blueprint stretched 
over a board large enough to fill 
the entire display window, Eldred 


has placed white plastic letters 

which spell out: 

53 College Homes Now Available 
Fine Location . Shade Trees 


..- Complete Landscaping .. . 
Nothing Down to Veterans ... 
Available through FHA or GI Bill 

Publicizing the sale of each home 
and advertising the features pushed 
the selling of the project at a rapid 
rate. 
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Blotter Creates Good Will 


G OOD results and good will are 
JIT the reported results of a blotter 
which realtor George K. Hauck, 
Burlington, Vermont, sends to his 
townspeople. 

The maroon and white blotter 
reads, “Good morning! We are glad 
to read about you.” Pasted oppo 
site this is a clipping from the local 
newspaper in which the recipient's 
name appears. 





Newspaper Promotion 


O promote College Unit Homes 

in Lakewood District, Walker 
& Lee, Inc., Long Beach, has pub 
lished a four-page newspaper. With 
the headline, “It costs less to own 
your own home,” the front page 
contains such articles as “Varied 
home styling a feature of the com 
munity,” “Women like College 
Unit Homes,” “Park-like landscape 
popular with buyers.” 

Ihe inside rotogravure section is 
illustrated with photographs of 
Lakewood parks, churches, shop 
ping centers, swimming pools, and 
exterior and interior shots of Col 
lege Unit Homes. 

With such promotional ideas as 
this, Walker & Lee has been able 
to build Lakewood to a population 
of 18,000 since 1940. 


Multiple Listing Gallery 


HE idea of a loose-leaf catalog 

multiple listing system was cat 
ried one step farther by Realton 
Charles Baumbach, Eric, Pennsy! 
vania. 

His company made photographs 
of the multiple listings of the 
broker members of the Erie Real 
Estate Board and assembled them 
in a special display case which is 
easily visible from the street. 

The photographs are mounted 
on white cards along with descrip 
tions of each listing. The photos 
snap into place and are easily re 
movable. The various sections of 
the city are designated at the top 
of each section 
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Novel Mailbox 


TINHE mailbox of the Liberty 

Building Company, Los An 
geles, is a to-scale replica of the 
company’s headquarters building 
The model, like the original is 
stained a deep mahogany color on 
the outside and is trimmed in white 
Real glass windows are used in the 
replica so that it is possible to look 
inside for the mail without unlock 
ing the box. 

This attention-getter, along with 
the publicity campaign sponsored 
by the firm for its 800-odd unit 
Manchester Square development, 
has helped the firm sell all of the 
units on a veteran’s preference basis 
within a few weeks time 





Post Cards Aid Building 


Inspector 
OST cards are being used in 
Baltimore to save the time of 


building inspectors who often go 
on a job several times before any 
work has been started. Introduced 
by Building Inspection Engineer 
Paul A. Cohen, the system consists 
of issuing to builders postal cards 


which they fill out and return to 
request inspection when certain 
stages of construction have been 


reached. 

For new construction, cards aré 
sent four times: 1) when work is 
started, to enable the inspectors to 
pass on the foundation; 2) when 
construction has reached the first 
floor level, and when inspection of 
the foundation walls and general 
floor construction can be made; 3) 
when the roof construction Is com 
pleted before any plastering or en 
closing or concealing of structural 
members has been and 4) 
when the building is completed 
For repair and alteration work, 
two checks are made at the begin 
ning and completion of work 


done ’ 


\ post card filled out for the 
bureau contains the builder's name, 
permit number, property address, 
the stage of and the 
date 


Inspection, 


to 
oo 
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How to Appraise Business Property 


What are the various types of property value? How should you 
collect pertinent data on a property? How can you figure the fair 
capitalization rate? What is ‘effective depreciation’? How should 
you write an effective appraisal report? What is a fair charge for 
services? Off-handed guesses on property values are tossed in the 
wastebasket in these days of scientific appraising and fluctuating 
values. Clients are demanding accurate estimates, so today’s ap- 
praiser must have an intimate knowledge of the right answers 


| pen all other real estate ap 
praisers, the appraiser of busi 
ness property is primarily interest 
ed in value. During recent years, as 
the science of real estate valuation 
has developed, new conceptions of 
value have risen. Formerly it was 
assumed that a real property had 
one value, but today experienced 
appraisers realize that there are 
several kinds of values. Therefore, 
when you ask what is the value ol 
a given property, it is in order for 
the appraiser to ask in turn what 
kind of value is desired. 
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Usually it is present market valuc 
that is sought. However, there ar 
the following kinds of values among 
others, all of which from time to 
time the appraiser of business prop 
erty must undertake to find: invest 
ment value, or the fair and reason 


able market value of the subject 
property to a prudent investor; 
user value, or the value that the 


property would have to an individ 
ual or company occupying or using 
the property for particular pw 
poses; replacement value of build 
ing improvements, such as would 
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By Paul Adams, M.A.I., S.R.A. 


San Antonio, Texas 


be needed by insurance companies 
for placing insurance or estimating 
losses; stabilized value, or the esti 
mated reasonable value of the prop 
ertv over a term ol vears as distin 
guished from market value at a giv 
en time. 
Thus, it is 
screntlous 


clear that the 
appraiser of business 
property should first learn the kind 
of value in which his client is in 
terested. The appraisal report may 
set forth several kinds of values, 
but special treatment is given to 
the one that will most nearly sup 
ply the answer to the client's prob 
lem 

It should always be understood 
between the appraiser and his client 
that the best appraisal can rarely 


con 
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be more than a close estimate of 
value. It would perhaps be better 
practice to use the phrase “value 
estimate” than appraisal. While ap- 
praisal and estimate mean virtual- 
ly the same thing, the former word 
is not as well understood and sug 
gests something more definite and 
final than estimate. Nevertheless, 
appraising is estimating and noth- 
ing more. 

Now let us consider the various 
steps to be taken in appraising a 
business property. 

The first step is a concise state- 
ment of the purpose of the ap- 
praisal, which sets forth the ap 
praisal problem. This statement 
often appears in the introductory 
of the report. 

The next step is the personal in- 
spection of the subject property by 
the appraiser. He goes to the ae 
erty, inspects the building inside 
and out, makes careful notes of 
construction features, physical con- 
dition, up-to-dateness or obsoles- 
cence, age, quality of materials and 
workmanship, and similar matters. 
He measures the building to ascer- 
tain the floor area or cubical con- 
tents. He studies the site and its 
relationship to the improvements. 
He also studies the immediate 
neighborhood for its effect on the 
subject property. 

The third step is the collecting 
of data relative to the property. 
These data will vary according to 
the property appraised, but in gen- 
eral they will fall under the follow- 
ing headings: location (such as street 
address), legal description, land di- 
mensions, detailed description of 
building improvements, history of 
property, leases and rentals, if any, 
and a detailed statement of the an- 
nual expenses. For accurate ap- 
praising these expenses should in- 
clude actual expenses and some- 
times estimates of contingent ex- 
penses. Actual expenses include 
state and county taxes, city and 
school taxes, yearly insurance pre- 
miums, maintenance and _ repairs, 
and building depreciation. To these 
it may be necessary to add manage- 
ment expense and at times vacancy 
estimates. Unless all annual ex- 
penses are included, the appraiser 
cannot make an accurate valuation, 
especially if the valuation is based 
on capitalized net income. 

For 30 years business property 
values in most cities have under- 
gone wide fluctuations according to 
the general level of business in the 
United States. In depression years 
they have been abnormally low, 
and in boom years abnormally high. 


NATIONAL REAL EstaTE AND BuILDIN¢ 


The appraiser must make allow- 
ances for these extremes if he seeks 
a stabilized value such as an in- 
vestor client would want. There 
fore, the appraiser will try to stabil- 
ize income at a given time by as 
suming a greater income during 
the depression period and a lesset 
income during the boom period. 
Of course, he might not do this 
were he seeking present markct 
value. 

After stating the appraisal prob 
lem, personally inspecting the prop 
erty, and collecting all the perti 
nent data, the appraiser is ready 
to do some figuring. When _pos- 
sible, he uses two methods of val- 
uation, for one serves as a check 
on the other. The value conclusion 
reached by the appraiser will often 
lie somewhere between the value 
arrived at by each of two methods. 

For example, we are trying to 
estimate the value of a piece of in- 
come business property for an in- 
vestor client. The first method we 
employ is known as the capitalized 
net income method. We deduct the 
annual expenses from the gross 
vearly income, leaving us the net 
income, which we shall assume to 
be $3,000. If we decide that the 
fair capitalization rate for the type 
of property considered is 6%, we 
readily see that on this basis the 
property has a value of $50,000. 

Next we appraise the property 
according to an entirely different 
method. We estimate the land val- 
ue by comparison, based on sales 
and asking prices in the neighbor 
hood. At $300 a front foot for a 
frontage of 50 feet, we get a total 
land value of $15,000. We then 
figure the reproduction cost of the 
building at so much a square foot, 
or cubic foot, less effective de- 
preciation. Our figures lead us 
to a depreciated building value 
of $40,000. By this method we 
reach a total value of $55,000, 
whereas by the former method 
— that is, by capitalizing the net 
income — we found a value of $50, 
000. Since the investor is chiefly 
concerned with income, we decide 
the $50,000 value most nearly ap 
proximates the kind of value we 
seek. Therefore, we conclude that 
$50,000 is the fair and reasonabk 
investment value of the property. 

Certain steps in appraising busi 
ness property require careful ob 
servation and study. For example. 
it is unwise to base depreciation 
simply on age, for effective age in 
buildings is the same as effective 
age in human beings; there is great 
variation. ‘Therefore, the phrase 
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“effective depreciation” or “etfect- 
ive age” usually is more suitable 
than chronological depreciation o1 
age. In many buildings obsoles 
cence, or out-of-dateness, is the ele 
ment of depreciation that causes a 
far greater reduction in value than 
physical deterioration. 

Another step in the appraisal 
process that bears watching is the 
selection of the proper capitaliza 
tion rate. The general rule is that 
the more stable and assured the 
land value is, the lower the capi- 
talization rate should be. Land in 
the 100% retail section of the cen 
tral business district of a well-es 
tablished citv is obviously more 
stable than land in outlying com 
munity business centers. In the for 
mer area a 5% capitalization rate 
may be applicable while business 
property in the latter area might 
be capitalized at 7%, owing to 
greater uncertainty as to its future. 
Land improved with special pur- 
pose buildings usually calls for 
higher capitalization rates than 
land improved with standard type 
buildings that may be used for a 
variety of purposes. 

When the appraiser has com 
pleted all his calculations and has 
reached value ,estimates by two o1 
more different appraisal processes, 
he is ready to give his conclusion 
of value. Sometimes he believes 
that the real answer is not found 
by any one process, but lies some- 
where in between; so he will com- 
promise, so to speak, on a given 
figure. In another case he finds it 
extremely difficult to put down one 
certain sum as a value, for in spite 
of all his analysis and calculations, 
he is unable to arrive at a definite 
final figure. This may well be the 
case where unimproved but valu 
able land is concerned. He cannot 
honestly say, and back it up with 
satisfactory proof, that the subject 
land is worth a certain specific sum, 
though he is reasonably sure of its 
approximate value. Hence, he con- 
cludes by giving a range of values, 
as in the following statement: 
“Therefore, in my judgment, the 
fair and reasonable market value 
of the subject land is between a 
low of $85,000 and a high of $100, 
000.” This range of 15% should 
not appeat unreasonable to a rea- 
sonable client. 

An appraiser should not be ex 
pected to predict the future. How 
ever, since most clients are vitally 
interested in learning whatever 
they can about the future of the 
subject property, the appraiser 
should certainly discuss whatever 
important information he has bear- 
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ing on the future of the real estate 
appraised. ‘To work with, he has 
the past and the present. Certain 
future conditions may be suggested, 
The growth of neighborhoods, the 
trends of business districts, the de- 
velopment of streets, and the as 
sured construction of buildings - 
these are all matters that come 
within the province of the apprais 
er as these things affect or will at- 
tect the subject property. Never 
theless, the appraiser should make 
it clear that he values the property 
as of a given date in the past o1 
the present, and that he makes no 
dogmatic predictions as to the fu- 
ture. 

The next step is writing the ap 
praisal report. Perhaps 50° of the 
effectiveness of any appraisal is the 
report itself. You are not making 
the appraisal for yourself; you are 
making it for a client. Unless vou 
can lead him to see the appraisal 
problem as you see it, follow your 
mental processes step by step, un- 
derstand and agree with your ana 
Ivsis, and arrive with you at the 
same conclusion of value, you have 
failed to complete the job success 
fully. 

Writing a convincing appraisal 
report calls for a cayeful, orderly, 
logical presentation. The length of 
the report depends on the particu 
lar appraisal problem; this is like 
what Lincoln said about the length 
of a man’s legs — “they should be 
long enough to reach the ground.” 
It is a mistake to crowd the report 
with a mass of information that has 
little bearing on the subject, though 
all relevant. Significant informa 
tion should be included without 
waste of words. It is best to be as 
non-technical in the use of words 
as possible, using technical terms 
and phrases only when simpler 
words will not do. Your client muy 
be a busy man who likes to get to 
the point as soon as possible. He is 
not favorably impressed by a wordy 
discussion that wastes his time. 
Moreover, he is not satisfied with 
unsupported statements. He wants 
to see your proof. 

\n appraisal report should be 
presented in as an attractive and 
readable form as possible. It should 
be well typed on a good quality of 
paper. It should be free from er 
rors in spelling and grammar. Al! 
figures used in the report should 
be carefully checked for accuracy. 
It is better to have short, clea 
statements than long involved sen 
tences that require re-reading io 
understand them. 

The effectiveness of an appraisal 
report is often increased by the in 
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clusion of photographs, sketches, 
maps, diagrams and similar ma- 
terial, all of which quickly and ac- 
curately convey meaning. These are 
the visual aids of a report. How 
ever, only enough of this material 
should be used to make the points 
desired. ; 

An intimate knowledge of the 
city or town in which the property 
appraised is situated is needed by 
the valuator in order to make con- 
sistently accurate appraisals. He 
should know the chief sources from 
which the city derives its income; 
the record of its population growth; 
the history of its real estate develop 
ment and values; the history of its 
principal business and industrial 
buildings; the main areas of the 
various racial groups; and much 
other similar information. In othe 
words, he should know what makes 
his city tick, so to speak, and why. 
He should know the characteristics 
of the leading business streets, in 
which points they differ, and why 
they have different values. 

For example, consider two long, 
heavily traveled thoroughfares in a 
city of half a million population. 
Street X, leading from the central 
business district through an indus 
trial section to low-priced residen 
tial areas, is crowded from daylight 
until darkness with motor traffic. 
Street Y, which connects the cen- 
tral business district with some of 
the citv’s most highly improved res 
idential communities, does not have 
as much vehicular traffic as Street 
X, but the building improvements 
are superior and most of the people 
on Street Y are better dressed and 
drive better-looking cars. In the 800 
block of Street X land values are 
about $200 a front foot, whereas 
in the 800 block of Street Y, cor- 
responding land is three times high 
er. The well-informed appraiser 
knows why this difference prevails. 
It is simple when analyzed. Most 
of the people who habitually travel 
along Street X rate rather low in 
buying power, while the people on 
Street Y represent a part of the 
strongest buying power in the city. 
It is only natural that business en 
terprise will try to reach the peo- 
ple who have the most money to 
spend and will pay much more fon 
land that affords this opportunity. 

Phis discussion of appraising bus 
Iness property would be incomplete 
without some word about ethics. 
The matter of ethics enters into 
the very heart of appraisal prac 
tice. Ethics adds up to sincere, 
straight-forward appraising, entire 
ly devoid of any ulterior motive. 
This means that in appraising real 
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estate, you will have no personal 
axe to grind and will be as object 
ive as a federal bank examiner. 
Your one and only aim is to find, 
if you can, the true value of the 
property. If you have any personal 
interest in the property, you will 
frankly disclose that interest in 
your report. If your prospective 
client tells you he will pay you a 
liberal fee if you will appraise the 
real estate at or more than a figure 
he names, you will explain that you 
don't do business that way. Your 
integrity and reputation are not 
for sale. 

The question of what to charge 
for an appraisal assignment is im- 
portant. In selling appraising as in 
selling other services, it is a sound 
rule that the laborer is worthy of 
his hire. Some appraisers have a 
fixed schedule of charges based on 
increasing values; others charge for 
each appraisal assignment what- 
ever fee they think appropriate in 
the particular case. 


Binns Flails 
Public Housing 


E STOPPED public housing 
for 10 or 20> years,” said 


Arthur Binns, Philadelphia realtor, 
recently before the Kansas City 
Real Estate Board, “because you 
could not go into a program of 
class distinction with one group be- 
ing taxed and another going free. 
Now we're off on the greatest pub 
lic housing program the world has 
ever known. It’s all or no public 
housing.” 

Non-taxpaying cooperatives are 
now distributing 40% to 50% of the 
clectric current in the country, 
Binns stated, and all industry is in 
the process of nationalization. This 
is true, he pointed out, because of 
the high replacement costs facing 
private industry which under exist 
ing tax laws cannot lay aside suffi 
cient funds for replacing equip- 
ment and which therefore has to 
take from capital funds. Every year 
there are fewer businesses to pay 
taxes, then taxes are higher for 
cach one remaining and, as a re 


sult, more and more go out of 
, business. 

“Politicians never think as you 
think they think. When you get 


far enough inside the back door 
vou find they talk about a bill not 
as Bill No. 272, but as a bill for so 
many jobs.” The public housing 
bill was a bill for half million jobs, 
each one worth four votes. 


{EAL EsTaTE AND BuILDING JOURNAL 

















By CHARLES A. MOREHEAD 


HE BEST property managers 

and realtors are more than good 
salesmen. They are financial ad 
visors; they know how to restrain 
investors from making mistakes 
with the tax laws like the follow 
ing mistake made by many men 
who want to establish ownership of 
property jointly with their wives. 

When a couple buys property 
jointly in some states, they create 
an “estate by the entirety” unless 
something in the deed says other 
wise. The law stems from English 
common law, and it is disadvan 
tageous from the tax standpoint. 

Suppose a man buys a building 
for $100,000 and takes depreciation 
on it for 10 years, making the val 
ue of the building $70,000. If he 
buys it jointly with his wife, it auto 
matically goes to her when he dies. 
She acquires it at its book value of 
370,000. If she sold the property, 
$70,000 would be the basis upon 
which she would pay a capital gain 
tax. If it were sold for $150,000, 
she would pay a capital gain tax 
on $80,000 ($150,000 minus $70, 
000) or $20,000. 

If her husband had bought the 
property in his own name and 
willed it to her on his death, the 
cost basis to her would have been 
the market value of the property 
on the day of his death. If she sold 
it for $150,000 after his death, for 
any reason at all, she would have 
paid no capital gain tax because 
she made no profit since the mar- 
ket value and the price she asked 
were the same. 

Unless she can show evidence 
that she contributed to the pur- 
chase, estates by the entirety are 
taxed when her husband dies and 
again when she dies. 

When a man buys property joint- 
ly with his wife, he is also subject 
to a gift tax on one-half the prop 
erty. Under the new law he has a 
gift tax deduction called the mari 
tal deduction which amounts to a 
$30,000 lifetime exemption and a 
$3,000 a year exemption for each 
donee. But the deductions do not 
prevent your client from losing 
money. 

If clients insist on holding prop 
erty jointly, instruct them to pro 
tect themselves with a clause in the 
deed stating that no estate in en 
tirety has been created. A_ clause 
like this is sufficient: “This deed 
is executed to John Doe and Mary 
Doe, husband and wife, as tenants 
in common and not by the entire 
tv.” Each one of them will own an 
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Unnecessary Taxes 
Destroy Profit 


Tenancy in common, installment method of selling, capitalizing 
carrying charges, balance method of depreciation are ways to 


avoid many taxtraps for clients who are investing in real estate 


undivided half interest in the prop- 
erty. 

Clients should also be advised 
on capitalizing carrying charges. 
Perhaps you have a client, a broker, 
who has bought, through you, a 
large tract of vacant land which he 
expects to subdivide. He will have 
very little income until he starts 
selling lots. In the meantime, he 
pays $10,000 a year in state and 
county taxes on the property. If he 
has no income from the property, 
he can’t deduct that $10,000. He 
has no tax advantage at all. He 
may be paying other expenses on 
the property, too mortgage, re- 
pairs to streets and sidewalks, and 
other types of carrying charges. He 
has the privilege, under the income 
tax laws, of adding the $10,000 tax 
and all the other expenses to the 
cost of his property. When he be 
gins selling the lots, he will get 
back part of that expense because 
the expenses and the carrying 
charges will reduce the capital gain 
tax on the profit from the sale of 
the lots. If he owns the property 
for five years, pays $10,000 a year 
taxes, $100,000 in other expenses 
and carrving charges, that’s $150, 
000 more than the property cost 
him. When he files income tax, he 
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can add those carrying charges to 
the $500,000 cost over the five-vear 
period, giving a cost basis of $650, 
000 for income tax purposes. 

The installment method of sell 
ing property also saves on capital 
gains tax. Taxes on the profit made 
on a sale can be paid as the profit 
is collected, prov ided not more 
than 30° is taken as a down pay 
ment the vear of the sale with the 
balance payable over a period of 
years. Perhaps, you sell a piece of 
property for a client at a profit of 
$100,000. If you tell him to accept 
a down payment of 30°% of the 
cost, he will only have to pay taxes 
in proportion to the profit he col 
lects on the installments of the 
balance. Keep your client in the 
lower brackets by splitting his tax 
up into small yearly payments. 

Recently, the declining balance 
method of depreciation which al 
lows a property owner to take 50% 
depreciation the year he buys the 
property and a declining amount 
each successive year has been used 
instead of the straight-line method 
For the first 10 years of a proper 
tv's life, the owner will be able to 
take a greater amount of tax de 
duction than he would under the 
ordinary method. 








Be Sure Your Percentage Leases Protect You 





Owner vs. Cheap Merchandise 
N A RECENT Louisiana case, space in a down- 


town building was rented for five years to a chain 
specializing in fine quality apparel. Rent was set at 
$200 a month, plus the excess of 6°% of gross sales 
over this minimum. 

At the beginning of the fifth year, the lessor served 
notice that the lease would not be renewed. Shortly 
thereafter, the tenant changed the store name and 
adopted a policy of constant “close-out” sales of cheap 
merchandise. Finally, three months before expira- 
tion of the lease, he abandoned the premises entirely, 
moving to another location, although he continued 
paying the minimum rental. 

The landlord sued for damages on two counts. 
First, by changing the character of the stock, the 
tenant had lowered his gross sales considerably, de 
liberately reducing the rental. Then, by abandoning 
the site, the landlord was deprived of any opportunity 
to receive more than the minimum rent. 

Even though the lease had tailed to cover this 
point, the Louisiana courts ruled that there was an 
implied obligation for the lessee to carry on its busi- 
ness continuously throughout the term. Since there 


Suppose one of your tenant stores shifts from 
high-priced to cheap merchandise, decides to 
close a few hours early, or plans to re-assign 
a lease. Regardless of good faith by both 
parties, circumstances can change during a 
lease and seriously affect sales volume. Most 
of these problems can be avoided by stipu- 
lating protective clauses in your lease. Here 
are the most common disputes arising from 


percentage leases, methods of avoiding them 


A common source of litigation involves the items to be 
included or excluded in computing the percentage base. 
Rental clause should itemize all expenses which may be 
deducted before the gross percentage rate is applied 


was no proof that heavy financial losses would have 
resulted if the tenant had maintained the same high 
quality of merchandise, the court commented that 
the shift apparently had been motivated by personal 
animosity. 

The tenant’s right to abandon was denied also. 
According to the court, it was obvious that the mini 
mum rental was not intended to be the sole compen- 
sation, the lessee was required to make all reasonable 
efforts to bring in enough business to pay an addi 
tional sum over and above the minimum. Damages 
were awarded the lessor equal to a percentage of 
gross sales which ordinarily would have been made 
had the tenant remained in possession and not 
changed the character of his business. 


Owner vs. Early Closing 


While it is better to provide in the lease for all 
reasonable contingencies, the custom of the com- 
munity sometimes protects landlords where such 
coverage has been omitted. For example, a drug 
store operating in a Southwestern city found it would 
realize about as much net income by opening at 
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8 A.M. and closing at 7 P.M. as it had earned the 
four years previously when its hours were from 6:30 
A.M. until midnight. 

The lessor protested that this arbitrary cut in hours 
deprived him of a substantial portion of the rent pre- 
viously received. The five year lease called for a rent- 
al equal to 5°% of the first year’s gross business and 
6° therealter. No minimum guarantee had been fixed. 

\ suit for damages was decided in favor of the 
owner. The court reasoned that the amount of rent 
depended entirely on the continuous operation of the 
business. ‘Therefore, the tenant was duty bound to 
carry on in the usual and customary manner in which 
stores of that kind were maintained in that commu- 
nity. This was a suburban area where the volume of 
traffic was greatest in the early morning and late 
evening. Consequently, a deliberate closing would 
diminish gross sales. Since both parties had entered 
into the original lease with a clear understanding 
of prevailing customs, this controversy never would 
have arisen had the store hours been stipulated in 
the contract. 


Owner vs. Hot Weather Shutdown 


Even though actual hardship may result, the courts 
will uphold a percentage agreement which clearly 
obligates the occupant to use its best efforts to secure 
the highest volume of business. The lessee of a thea- 
tre in a Southern resort area kept open the year 
round for the first two years; because of the small 
net income during the summer season, it decided to 
close during June, July and August the following 
year. 

\ minimum rent of $300 had been set plus the 
amount by which 10°, of gross revenue exceeded 
53,600 annually. The tenant argued that payment 
of $900 during mid-summer fulfilled all obligations, 
but the lessor demanded additional rental under the 
percentage clause. Claiming that it wished to main- 
tain its standard as a leading exhibitor in the com- 
munity, the theatre pointed out that the revenue in 
the summertime was too small to justify booking the 
high grade of films on which it prided itself. 

Nevertheless, the court awarded damages to the 
landlord. It held that in the absence of explicit per 
mission in the lease, suspension during the summet 
was a breach of contract. The court added that the 
prevailing view in the United States is that there is 
no right to suspend operations seasonally upon pay- 
ment of the minimum figure unless such privilege has 
been expressly granted. 


Owner vs. Expansion without Increased Rental 


Where a business is being operated as a unit, a 
shift of certain departments to an adjoining building 
under different ownership will not alter the tenant's 
responsibility. A large building in the state of Wash- 
ington was leased to a department store for a rental 
equal to 24°, of gross sales. To obtain more office 
space, the ready-to-wear, millinery and lingerie sec- 
tions were moved to adjoining premises and corridors 
were cut through. 

Upon completion of the remodeling, the tenant ex- 
cluded the gross sales of these three departments in 
computing the rent. According to its reasoning, the 
technical wording of the lease required it to account 


only for the sales “in said building,” meaning the 
original location. The Supreme Court of Washington 
disregarded this alleged limitation, however. 

The business must be considered in its entirety, 
said the court, and depriving the lessor of his most 
profitable sources of rental would be grossly unjust. 
Such a result was never intended in the original 
lease. The necessity for expansion should have been 
anticipated and an appropriate revision of rental 
terms provided for. 


Owner vs. Conspiracy to Pay Minimum Rent 


Is the landlord required to take over the building 
and find another tenant if the incumbent decides to 
vacate before the termination date? The prevailing 
opinion is that there is no such duty to minimize 
damages. The New York courts decided in 1947 that 
the lessee could not take advantage of his own mis- 
conduct to penalize the owner. 

A general merchandise store took over an entire 
building at a fixed rental plus 6% annum on all sales 
in excess of $400,000. During the term of the lease, 
the lessee agreed to keep the store well stocked with 
merchandise and to engage actively in disposing of 
it. About six months before expiration of the lease, 
the occupant vacated, informing the owner that the 
premises were available for another tenant but that 
the minimum rent would continue. 

Refusing to accept such an arrangement, the owner 
filed suit. The principal defense was that sales for the 
entire year including the period of vacancy had not 
exceeded the $400,000 base. Evidence revealed, how- 
ever, that for the first six months, sales had been even 
greater than the minimum and would have held up 
at least as well for the balance of the period had the 
lessee remained in possession. It was shown also that 
the underlying motive for the shift was a desire to 
transfer to a new and busier location. 

The court ruled that the lessee had no right to make 
performance impossible by moving out before selling 
the amount of merchandise required for the percent- 
age clause to take effect. Although a landlord should 
allow a reasonable interval for the tenant to wind up 
his affairs, six months was held to be entirely too long. 


Owner vs. Intentional Reduction of Volume 


In businesses of a seasonal or fluctuating nature, 
percentage leases are sometimes drawn so that the 
lessee has the right to cancel if gross receipts for any 
year fall below a specified amount. Because of the 
risk assumed by the lessor, the courts demand the 
utmost good faith on the part of tenants granted this 
protection. Not only must the usual requirements be 
observed, but there is an implied covenant that the 
lessee shall not do anything tending to reduce re- 
ceipts below the cancellation point. 

For example, the lessee of a store in an industrial 
neighborhood was aware that his volume of sales 
was directly affected by work stoppages among fac- 
tory employees. When it was announced that the 
hours in one of the largest plants were being cut, he 
took steps to transfer much of his merchandise to a 
second store in a nearby city. No replacements were 
made and soon the business became so poor that he 
served notice of intention to vacate. 

Investigation disclosed these facts as well as infor- 
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mation that other factories were still operating full 
time. Obviously, the lessee had seized upon this pre 
text as a means of closing down. Therefore, the court 
sustained the iandlord’s refusal to cancel and award 
ed damages equal to the average rental paid over a 
period of time, taking into account the fluctuations 
of the business cycle. 


Owner vs. Artificial Sales Agents 


Development of new sources of income sometimes 
provides the tenant with revenue not contemplated 
when the percentage lease was drawn. At the time 
a drive-in restaurant was established in a Los Angeles 
suburb, the lessor reserved a minimum rent of $500 
a month or a sum equal to 6% of the “yearly gross 
receipts,” whichever was greater. 

“Gross receipts’ were defined to include all money 
received and credit extended in connection with the 
business; this clause covered not only outright sales 
of merchandise but also any compensation for services 
performed by the lessee or its employees. 

At a later date, the restaurant permitted installa 
tion of cigarette vending machines, music boxes and 
a public telephone, receiving a monthly compensation 
for each. The landlord’s share of these rentals was 
paid promptly, but he was not satisfied, demanding 
part of the gross revenues instead. 

Suit for an accounting was filed against the tenant 
and it was shown that the gross sales through the 
cigarette vending machine alone for the first year was 
nearly $6,000. The tenant received $35 a month for 
each vending machine, and approximately $85 
monthly for the juke boxes. The lessor’s share was 
based on 6% of these payments, but he felt that the 
computation should have been based on the gross 
proceeds from these sources. He justified his argu- 
ment by claiming that the installation of these ma 
chines had relieved the lessee of the necessity and 
expense of hiring additional employees or buying 
special equipment. These concessions were then in 
effect his sales agents. 

However, the court found against the lessor. None 
of the money taken in by the vending machines or 
juke boxes ever passed into the hands of the lessee. 
Consequently, only the rental paid him constituted 
part of his gross receipts. 

An entirely different situation would have been 
present had the lessee originally set up a cigar counter 
with clerk, or mihnael a juke box and records at 
his own expense. Then, had he switched to outside 
concessionaires, it would have been apparent that the 
change was being made principally to deprive the 
landlord of previous sources of revenue. 


Owner vs. Tenant's Bad Debts 


One of the most common sources of litigation in 
volves the items to be included or excluded in com 
puting the percentage base. Whenever possible, the 
rental clause should itemize all expenses which may 
be deducted from gross revenues before the percent 
age rate is to be applied. 

You can never be 
pense may develop 


when some unforeseen ex- 
and you may have to share it. 

For example, it was decided that the lessor was to 
receive one-half of the gross receipts less the cost of 
direct labor, light, heat and advertising necessary to 
operate a bowling alley. All equipment was furnished 
by the owner without cost to the tenant. Special cred 


sure 
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it rates were then extended to various social clubs 
and organizations in order to boost business. Thes¢ 
“accounts receivable” were included in gross receipts, 
but part were later charged off as bad debts. 

The operator of the recreational hall argued that 
he should be reimbursed for half of the amounts 
charged off, since the lessor had been paid his share 
in computing the rental percentage. Or, since the 
owner had assented to the credit arrangements, a r¢ 
serve for bad debts should be set up by deductions 
from receipts. 

These contentions were overruled by the New Jer 
sey courts. Only those charges to which the landlord 
had agreed could be imposed and he could not be 
compelled to accept any other deductions. 











New Device Speeds Bricklaying 


Bricklaying operations which have been standard 
practice are eliminated by a recently developed brick 
laver. 

Built-in spirit levels, sides and ends, check constant 
plumb. Guides on the inside walls of the device direct 
the placing of the brick. This does away with plumb 
lines, string wall guide and mason’s level. A 
scoop beds eight bricks with one scooptul. 

The bricks are placed by hand. A second scooptul 
covers the course and a quick back-and-forward move 
ment with a screed smooths the mortar and grouts it 
deep into all joints. The machine is then unclamped 
and shifted to an adjoining position to repeat the 
operation. 

Any type wall can be built with the “bricklayer” 

solid, facings, hollow wall construction, rowlock, 
tie-ins. “The device is adjustable for varying wall 
thickness. 

The first public demonstration featured the build 
ing of two sample walls simultaneously, In one hour 
a trained mason using standard methods laid 126 
bricks; an untrained workman using the “bricklaver” 
laid 294 in the same time. 

The machine was developed by Hodgson-Sommers, 
Inc., Montgomery, Alabama. 
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The heavy, cake-icing ornamentation of the 19th century was 
removed from the roofline and the corners of the Merchant's 
Block, an unsightly brick and timber structure built in 1892 


New Life for an Old Property 


VTEPHEN F. McCREADY, realtor of Ocala, Flori- 
Ss da, recently instigated the conversion of an emp 
tv, neglected, Victorian-Age building in Ocala into a 
business-stimulating, modern office and shop space 
showing an annual rental return of $20,000 ... 400% 
greater than what it produced in 19453. 

In 1943, Mr. McCready induced the R. H. ‘Todd 
Lumber Company of Ocala to purchase and revitalize 
the Merchant's Block, a brick and timber structure, 
built in 1892, frontage of 137 feet, a depth of 80 feet. 

Remodeling began after appraisal had determined 
that the building was structurally safe and sound. 
The six stores on the first floor that had produced 
only $5,000 a year were equipped with tile and chro 
mium fronts, expansive plate windows, and 
spacious entrances. 

The main entrance hall of the building was out 
fitted with a heavy plate glass door, terrazzo floor laid 
in place of the worn, wooden one, and an automatic 
elevator. 

The exterior of the building was sandblasted, stuc 
coed, and painted after the heavy, cake-icing orna 
mentation had been removed from the roofline. 

The 14 second floor offices, which were reached by 
a ladder-like stairway, had become store-rooms for 
roll-top desks and high office stools. They were re 
novated and rebuilt into 12 suites totaling 38 offices. 
Existing toilet facilities were expanded and refinished 
in tile. 

Phe overall appeal of the building was strengthened 
by fully air-conditioning it and stylizing the principal 
entrance with a two-story, glass brick window framed 
in bright tile and extending upward from a stainless 
steel marquee. A rear stairway and a parking lot were 
constructed for the convenience of tenants. 


glass 


Remodeling was completed in the spring of 1949. 
For Mr. McCready, the property manager, the result 
has been gratifying. New, up-to-date constuction has 
strengthened property values in the immediate dis 
trict and has suggested a pattern for others to follow. 
He now has a long-term management contract on a 
building with a thoroughly dependable rental income 
from satisfied tenants. 
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Six stores on the first floor, which had produced only $5,000 a 
year, were equipped with tile and chromium fronts, expansive 
plate glass windows, spacious entrances. Rental increased 400% 





Appeal of the building was strengthened by stylizing the main 
entrance with a two-story glass brick window framed in bright 
tile extending from a stainless steel marquee. Walls are stucco 








Client-Pulling Brochures 





1 qeunis 
sie 
cone = 


» 





“STE, 
f- 
Cony tls 


4 iy 





OSTENDORP-HoRRIS 
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for Every Department 


Lucid, artistic brochures inform brokerage clients that the Osten- 


dorf-Morris Company can also handle the appraising, financing, 


and managing of the property they purchase. A brochure for each 


department advertises the ‘“‘know-how” which comes from years 


of experience supplying the right service to individuais or corpo- 


rations requiring a certain type of property. Possibly, your clients 


are not aware of your overall activities. Here’s how to tell them 


ow well do your clients know 
the business services you offer? 

If a prospect is thinking about 
purchasing a business property, for 
example, does he know that youn 
company can handle the apprais 
ing, the financing, the sale, even the 
management of that property? 

Ostendorf - Morris Company, 
Cleveland, wanted to be sure pros 
pects were made aware of these 
services, so they published four 
brochures, each one designed to tell 
the complete services offered by its 
four departments. 

Each brochure, covered with a 
heavy stock of colored paper, be 
gins with a title page describing 
one of the four fields of the com 
pany’s services appraisals, mort 
props rty 


gage loans, brokerage, 








management. The next page calls 
the role of personnel for each de 
partment. 

The brochure titled “Property 
Management” swings into a stat 
ment of beliefs: “The property 
management department of Osten 
dorf-Morris Company is based upon 
certain fundamentals of concept 
and ideals of operation. We be 
lieve... 

Phat for most properties, agency 
management can do a better job 
than cither owner-management o1 
individual salaried management... 

That investment in a major in 
come property deserves the same 
measure of experience and manage 
ment skill that a corresponding in 
vestment in industry or trade re 


CHIVES . as 





In the “Property Management” brochure, properties managed by the company are 
illustrated. Captions for the photos show success of the company’s management 


November, 1949 


NATIONAI 


ReaL Estate AND BUILDING JOURNAL 








Several pages of the Ostendorf-Morris Company’s brochure 
are used to illustrate the various types of properties financed by the company 


That a well-organized manage 
ment agency, ope rating a group ol 
buildings, can make a_ technical 
skill available to each property 
which it cannot afford itself... 

That potential earning power of 
a substantial income property will 
be realized under the guidance of 
a well-organized agency which can 
offer a balanced service in space 
planning, leasing, operating, put 
chasing, insuring, maintaining, 
staffing, and, in addition, following 
a complete billing and accounting 
procedure which provides reports 
giving a concise picture of the en 
tire operation... . 

That the other department of 
our business — brokerage, mort 
gage loans, appraising — all con 
tribute to the effectiveness of serv 
ice which we bring to bear in the 
management of income properties.” 

Next pages of the brochure are 
illustrated with prominent build 
ings under the company’s manage 
ment, occupancy and income data 
of those properties. One page pic 
tures the Guardian Building, states 
that in four years under the com 
pany’s management gross incomes 
increased 38°, net income in 
creased 51°%, occupancy increased 
from 88°, to 99°>. 

In the brochure “Mortgage 
Loans,” one page points out that 
in five vears the Ostendorf-Morris 
mortgage loan department placed a 
AND BUILDING 


NATIONAL REAL Estate 


; JOURNAL 


total in $22,500,000 of 
first mortgage loans on Cleveland 
and northeastern Ohio real estate. 

“Our concept of a mortgage loan 
department,” the brochure states, 
“embraces two fundamental sery 
The one, the analysis of the 
sound relationship of value of the 
security of the loan for our lending 
clients. The other, the continued 
cooperation with and understand 
ing service to our borrowing clients. 
The fact that our mortgage loan 
department has the benefit of this 
knowledge and experience of ou 
other departments, particularly the 
appraisal and property manage 
ment departments, better qualifies 
us to more completely render these 
two services to lender and borrow- 
i 

Summing up business policies, 
the brochure reads, “We believe 
that a well-informed and wise bor 
rower is more profitable to the 
lender than one who has entered 
into a loan obligation unwisely and 
not fully informed.” 

Following this copy are pages of 
illustrations of the various types ol 
properties financed by the company 

. Shopping centers, housing pro 
jects, apartment and office build- 
ings. 

In the “Brokerage” brochure, the 
company explains that “. . . success 
ful negotiating for acquisition re 
quires a technique and skill devel 


excess of 


Ices. 
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“Mortgage Loans” 


oped through experience,” and that 
; experience must be coupled 
with knowledge of trends and facts 
both past and current.” 

The company maintains, “An 
active brokerage department is the 
heart of a well-balanced real estate 
organization. It is the department 
by which all transactions involving 
the sale, purchase, or lease of prop 
erty are handled.” 

lo emphasize the high standing 
of Ostendort-Morris, onc page of 
the brochure lists the 
“name” clients served. One of many 
illustrations of properties sold by 
the company is of the 198-acre in 
dustrial plant purchased by Gen 
eral Motors. 

In the brochure on the appraisal 
department, the company 
that appraisals are too important to 
pass over lightly. “No longer is an 
appraisal some figure given by ‘an 
old hand in the business’ cither 
with a confident gesture or a fur 
rowed brow and who may or may 
not have ‘taken a look at the prop 
erty. 

“No single activity in the real 
estate field touches and is of con 
cern to so many persons and insti 
tutions as real estate appraising .. . 
Merchants, industries, investors, 
home owners, tax payers, lenders 
and borrowers, tenants and land 
lords, buvers and sellers, all 
have vital need for value analyses.” 
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© Homes Our Readers Are Building 
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NUSUAL breakfast nook wall 

paper designs and blond birch 
or oak woodwork in the kitchens 
catch the eve of women visiting the 
homes F. R. Lein is building in 
south Minneapolis. 

A project of 24 two-story homes, 
each having a floor area of about 
1,000 square feet, have been built 
on fully improved lots measuring 
50 x 128 feet. Prices range from 
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$14,500 to $18,000, depending on 
the overall size and the finish ma 
terials. 

A convenient second floor stair 
well arrangement which opens in 
to the kitchen enables the hous: 
wife to go up to the second floor 
without traveling through the liv 
ing or dining rooms. 

During and after construction, 
the sales staff of the Lein organiza 








tion made itself available day and 
cvening to conduct inspection touts 
ot the homes. The result was a 
complete, rapid sellout. 

Nationally known products used 
in the homes include B. F. Nelson 
210-pound composition — shingles, 
Stanley and Sager hardware, Port 
land and Northwestern cement, 
Armstrong and Congoleum Nairn 
linoleum. 





ge construction costs no more 
than frame construction,” says 
Phomas J. Downen of Pueblo, Col- 
orado, who is building 12 log 
homes priced at $15,000 in his As- 
bury Heights subdivision of 40 
conventional homes. 

The ranch-type, log home, built 
on 68-75 x 125 foot lots have three 
bedrooms, living room, dining area 
off the living room, and a kitchen 
utility room. Total livable floor 
area is 1,150 square feet. An at 
tached garage features storage cab- 
inets at one end to compensate for 
lack of basement space. 

In construction, the first log 
course is set directly on a metal 
shield which is fastened to the 
top of a wooden 2 x 8 sill placed 
on the foundation exactly level 
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with the floor slab. The shicld has 
a downward flange or drip edgc 
for protection against moisture and 
termites. Each successive log is 
grooved at top and bottom to 
take a wooden key strip set in 
caulking compound to make an 
airtight joint. 

The well-seasoned Oregon fin 
logs, 10 to 20 feet long and six to 

eight inches wide, are sawed squat 
on three sides and placed arc-sidk 
out. They join at the corners in 
criss-cross fashion. Their thickness, 
approximately three-and-one-hal{ 
inches, insures ample wall insula 
tion. 

After the wall has been raised, 
it is treated with heavy linseed oil 
for protection from weathering and 
insects. 
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Windows, conventionally instal! 
ed, are combination weatherstrip 
sash type manufactured by Ande 
son Corporation. 

Interiors of the homes are varied. 
Living and dining rooms have vet 
tical, knotty pine siding, and in the 
remainder of the house, both walls 
and ceilings are finished in U.S. G. 
Sheetrock and then painted or cov 
ered with wallpaper. 

All sidewalls in the kitchen and 
the bath, both equipped with Cran, 
plumbing, are covered with Arm 
strong Linowall, and the floors arc 
covered with inlaid linoleum. Oth 
er floors in the home are finished 
with No. | oak, filled and var 
nished. Utility rooms are equipped 
with Coleman forced air gas fur 
naces and Crane water heaters. 
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N Great Neck, Long Island, a 
$2,000,000 development of 151 
ranch-type homes is being built on 
a 35-acre tract by Samuel Berger, 
David Bergner & Associates. 

Lane Realty of Forest Hills, New 
York, is sales agent for the King 
Ranch Home which has a livable 
floor area of 870 square feet laid 
out in two bedrooms, living-dining 
room “L”, kitchen, bathroom and 
den. The den may be used as 
spare bedroom. The lot size is 7,000 
square feet, 

A utility room for the heating 
plant and other appliances is lo 
cated in the rear of the attached 
garage. The home is priced at $13 
500. Included in an FHA mortgage 


of $10,800 are a Whirlomatic wash 
cr, Hotpoint refrigerator and clec- 
tric 

Front clevations of the home ar« 
varied by alternating the position 
of the garage between left and right 
elevations. The exteriors are mod 
ified further with combinations of 
brick, shingle, and vertical 


stove. 


stone, 
siding. 

Each home is constructed around 
a center hall opening directly on 
every room in the house. An ex 
pansion attic with rough flooring 
laid is suitable for 
two additional rooms and a bath. 
Full wardrobe closets in the bed 
rooms, in the vestibule, and plenty 
of cabinet storage space in the din 


conversion to 





ing “L” 
Ihe front entrance opens on a 
20-foot-wide, colored concrete patio 


are prominent features. 


under a solar overhang = which 
shields a floor-to-ceiling panorama 
window. 

Nationally-known products used 
in the homes include Truscon Stecl 
casement windows, Pittsburgh Plate 
Glass Company panorama window Ss, 
U.S. Gypsum sheathing, Creo-Dipt 
Company shingles, Philip Carey 
roofing, Kentile asphalt floor tile, 
American Standard bathroom fix 
tures, Anaconda Copper and Brass 
Company plumbing, hot water radi 
ant heating system by Federal Boil 
er Corporation and the Koppers 
Company. 





decorative 


utility room, and bath. 


| IGHLY wallpaper Ihe lot size per is nailed to the studs and fin 

on living room, dining room, — is 57 x 199 feet. ished with Johns-Manville shingles 
and hallway sidewalls combined Insulation between the 12-inch- which range in color from whit 
with colorful) paint-work on the thick concrete floor slab and the — through grey to brown. 


overhead walls have attracted hun 
dreds of people to the 40 scenically 
situated homes of the Donahoe In 
vestment Company, Des Moines, 
lowa. 

These economy homes which sell 
for $6900 are financed under FHA 
GI. They have a floor area of 720 
square feet, two bedrooms, kitchen 


poured concrete foundation extends 
downward along the edge of the 
slab and under 18 inches around 
the perimeter. The foundation 
reaches 42 inches below the grade 
line. Plates bolted to the top of the 
foundation support the standard 
2 x 4 studs. Siding one inch thick 
properly covered with building pa 






































U. S. Gypsum Sheetrock is used 
on the interior side of the studding. 
Ceiling joists are insulated with 
three inches of Rockwool. Roof 
are covered with Bird’s 210-pound 
asphalt shingles. 

Other products used includ 
Briggs bathroom fixtures, Charter 
Oak forced-air, oil-fired heaters. 
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By ROBERT M. FINEHOUT 


Fire Protection Institute, New York 


AST YEAR more than 300,000 

dwellings were either destroy- 

ed or damaged by fire. In cold cash 

the fire losses amounted to more 
than $170,000,000. 

Investigations show that 90°% of 
all fires are preventable. Sound 
construction principles are imper 
ative if this appalling fire waste is 
to be reduced. Fire-resistant mate 
rials must be used whenever pos- 
sible, and provision should be made 
for installation of approved fire 
safety equipment. 

1) Flooring: Basement floor 
should never be than three 
inches thick. Floor over the base 
ment should be of incombustible 
or fire-resistant material. This will 
help greatly in confining a blaze 
to the basement, giving the family 
time to escape. Suggested mater! 
als: reinforced concrete, tile, pre 
cast gypsum slabs or concrete pour 
ed on metal lath. Such materials 
are somewhat more expensive, but 
builders should point out to pros 
pective buyers the obvious advan 
tages. 

2) Wall and Ceiling Finish: In 
surance expe rts do not recommend 
paperboard, plywood, cellulos: 
board and combustible insulation 
material for wall and ceiling finish. 
Such material will contribute fuel 
to a fire and spread a blaze. 

Although wood lath and plaster 


less 


is considered fairly — satisfactors 
from a fire safety point of view, 
such incombustible materials as 


gypsum, metal lath and_ plaster, 
plaster on gypsum board and gyp 
sum lath are recommended. These 
finishes do not contribute fuel to 
a fire and help hold a fire in check. 
Metal lath and plaster finish should 
be made of not less than. three 
quarter inch plaster on metal lath 
securely attached to wood supports 


or nailing strips. 
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Build Fire Safety Into 


Your Houses 


Although nearly one million homes were built last year, more than 


three hundred thousand, about a third, were destroyed or dam- 


aged by fire. In cold cash the fire losses totaled more than $170 


million. Yet 90% of these fire losses are preventable. The building 


industry can help fight this needless housing disaster by employing 


such sound construction principles as are outlined in this article 


3) Partitions: The following types 
of partitions will help prevent the 
spread of fire from room to room: 

a) Wood stud partition finished 
on each side with at 
three-quarter inch gypsum or 
cement plaster, on metal lath. 
Metal stud partition finished 
on each side with at 
three-quarter inch gypsum or 
cement plaster on metal o1 
wire lath. 

Solid two-inch gypsum 
partition plastered on 
sides. 

d) Hollow clav-tile partition 
three or four inches in thick 
ness and plastered on both 
sides. 

Solid partition consisting of 
at least two-and-a-half inches 
of cement, plaster on metal 
or wire lath applied to one 
side of metal studding. 
Wood stud partition finished 
on each side with at least one 
half inch fibered un 
sanded gypsum plaster on gyp 
sum plaster board at least 
three-eighths of an inch thick. 
Vhe joints of the plaster board 
should be covered with metal 
lath at least three inches wide. 

4) Insulation: The primary func 
tion of insulation is to kee p warmth 
in during the winter months and 


least 


least 


block 
boti 


wor rd 


heat out during the summei 
months. From the standpoint of 
fire safety, insulation should also 


act to keep a fire from spreading. 
Insulation made of combustible 
materials is wholly unsatisfactory 
and should be avoided unless ab 
solutely necessary. The best insu 
lation for fire safety is one which 
has a mineral base. It is less flam 
mable and is used in mineral wool, 
asbestos board, spun glass, plaster 
board, spun slag and many other 
products. Good mineral base insu 
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lation will retard spread of a flame 
and not provide fuel for fire. 

5) Stairs: Basement stairs should 
be enclosed in order to help con 
fine a basement fire. Construction 
requirements for the enclosure: 
wood lath and plaster on a wood 
stud or built instead of one-inch 
matched lumber. Door should be 
self-closing and built of one-inch 
matched lumber. Better yet, en 
closure can be built of wood studs 
plastered on both sides with at least 
three-quarter inch gypsum or ce 
ment plaster on metal lath and 
provided with a two-inch wood 
door (self-closing). 

6) Laundry chute: Improperly 
constructed, laundry chutes can 
spread a basement fire throughout 
the house. For complete safety, 
chutes should be metal and ex 
tended to the basement floor 
they should not stop at the 
ment ceiling. Doors into the chute 
should be metal or made of one 
inch matched lumber. They should 
also be self-closing. 

7) Attic or Roof Space: Attic o1 
roof space should be fully floored 
with a minimum one-inch rough 
flooring covering the entire area. 
Access to the attic should be by 
means of a ladder or stair, to make 
it possible for firemen to gain entry. 
The attic should be fully wired to 
eliminate the need for lighting 
matches or carrving candles. Build 
ers should make sure the attic ts 
well-ventilated to dissipate hot an 
during the summer months. This 
will help eliminate the possibility 
of a spontaneous ignition fire. Com 
plete fire-resistant insulating mate 
rial is, recommended for 
lining the attic. 

8) Electrical Wiring: Builders 
should lean heavily upon the rules 
and regulations set down in the 


lease 


base 


of course, 


turn to page 40) 
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How to Give 
Salability 


TTILITY rooms have certain 
U obvious advantages over base- 
ments no steps to climb, a more 
cheerful work atmosphere, but un- 
less they offer definite additional 
assets, thev have no distinct sales 
edge over basements. 

Io give a basementless house 
sales appeal, it is essential that a 
utility room be planned in a logical 
step-saving work cycle and large 
enough to provide for laundry and 
storage space facilities, hot water 
tanks, heating, plant, and meters. 
An outside entrance as well as a 
kitchen entrance is important. 

For increased sales appeal, a util 
tv room should have added spac« 
lor a sewing area, work bench, and 
freezing unit. 

The minimum space that can 
adequately replace the basement 
is between 129 and 144 square feet, 
according to the HHFA’s technical 
staff. “The agency has developed a 


compact, efficient lavout for a 12 x 


Utility Rooms 


12-foot room in a 952-square foot 
basementless house. 

\ 5 x 8 enclosed storage area for 
iawn tools, screens, storm windows 
extends along one wall; an out- 
side entrance makes storage easier. 
The furnace and hot water tank 
take up the remaining four feet of 
the first wall. Laundry travs and 
washing machine occupy seven feet 
of the opposite wall next to the 
kitchen. Four feet between the 
laundry equipment and_ storage 
area give passageway from the util- 
itv room to kitchen and outside 
entrance. 

Space for added equipment is 
given by another plan. Along one 
wall is a_ floor-to-ceiling-length 
closet for cleaning equipment, the 
kitchen entrance, washer, drver, 
and laundry trays. Clothes chute 
and hamper, sorting counter, and 
heater line the second wall. Over 
counter cabinets extend along both 
these walls. 





Large windows are important features of 
utility rooms, as are covered floors. Decora- 
tion should be well-planned and as a rule 
is similar to the kitchen. Enclosed area 
has sewing facilities for added salability 
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Utility rooms to have maximum sales ap- 
peal should be arranged in a logical work- 
cycle, should be a minimum of 12 x 12 
feet to replace basement. Built-in cabinets, 
counters increase salability of entire house 
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Built-in conveniences are strong sales points. In 
< this utility room are clothes chute and hamper (far 
wall), ironing board, racks, closet and base cabinets 


\ partition divides the third 
wall water heater on one side 
(not shown) and freezer, built-in 
ironing board, and folding racks 
for ironed articles on the other. 
The entrance to the hall is placed 
next to the freezer. The ironer, 
which has been placed under large 
window for ample light, and service 
entrance are found along the 
fourth wall. 

Built-in conveniences are strong 
sales points. Laundry trays receive 
frequent use even with automatic 
washers. A base cabinet equipped 
with doors and removable shelves 
can be used to store laundry baskets 
and supplies. Cabinet tops serve as 
much-needed work counters. A wall 
cabinet can be converted into an 
open sorting bin. Clothes chutes 
terminated with ventilated hamp 
ers are buying attractions in two 
story houses. Built-in drying racks 
and ironing board are sales points 
with housewives; permanent bars 
or ones which swing out of the way 
speed up and lighten work. Wood 
flooring, linoleum, rubber or as 
phalt tile floor covering is more 
attractive and Cleans more easily 
than concrete. 

Good lighting increases salability. 
Minimum requirements call for 
one lighting outlet for each en 
closed area, for each 150 square feet 
of floor area, and one convenicnc 
outlet each for work bench area 
and heating plant. One light must 
be wall - switch - controlled. How 
ever for best working conditions 
lights should be installed over each 
work area. Extra convenience out 
lets are desirable. 

For the laundry area there must 
be lighting outlets over the washer 
and ironer, and a wall switch con 
trol for one ceiling outlet. Laun 
dry lights can be combined with 
other lights on a regular 15 amp 
circuit. 

With the increase of packaged 
equipment in built-for-sale houses 
adequate wiring is vital for a util 
ity room. Minimum requirements 
specify one No, 12 wire circuit with 
20A-2W-115V_ capacity. However, 
the wattage increase of appliances 
has made necessary in most cases 
the installation of a separate circuit 
for each appliance. (Exception: if 
appliances are used at different 
times of year they can be grouped 
on the same circuit.) Individual 
circuits of No. 12 wire are necessar\ 
for heater, washer, ironer, freezer, 
and work bench. 











Getting the management of a building from the buyer is like getting 
a commission. Postpone such arrangements until after the sale, or 
you may not only lose out on a commission, but may also have a 
suit on your hands. Know whether your exclusive gives considera- 
tion for option. These questions are discussed by our legal expert 
who also advises realtors to know the value of insurance counselors 


By GEORGE F. ANDERSON 


FINHE deal was closed without a 

hitch. ‘The buyer turned the 
leases over to ‘Titmouse, the brok 
er. The seller looked inquisitively 
at the buver, which was the same 
as asking a question. The buyer, 
smiling, said, “Mr. Titmouse is go 
ing to manage the building for me.” 
The seller smiled and said, “When 
did all this happen?” The buyer 
said, “The minute I saw him I said 
to him, ‘Mr Titmouse, I like vour 
personality. If I buy this building 
I want you to manage it for me,’ 
and he said he would be more than 
glad to do so.” A long silence fol 
lowed, which became tense for some 
another. Then Mr. ‘Tit 
mouse said, “Well, I guess we are 
all through except one little thing.” 
He was referring to his commission 
The seller said sharply, “Mr. Tit 
mouse, you're all through without 
that so called little thing.” Mr. Tit 
mouse got excited and said, “What! 
What! What's up?” The seller said, 


reason o1 


38 


“You double-crossing scoundrel 
You got me to sell my building for 
$2,000 less than I asked just to get 
the management of it. I said you 
were through, but vou ain’t. I’m 
vou vet.” 

The conference ended. I'm afraid 
the seller got something here. Get 
ting the management of a building 
from a buver is about the same as 
getting a from, and 
would have a tendency to make the 
broker favor the buyer. It would 
have been better if Titmouse had 
said to the buyer, “Let’s not talk 
about that now. You can choose a 
manager when and if .you buy the 
building.” I felt sorry for Titmouse 
because he’s a swell little guy, and 
didn’t mean no wrong, and besides 
that, his wife is going to have a 
baby, and for all I know, with his 
pep, it may be twins. 

When you see him cheer him up, 
and sav, “What's one litthe commis 
sion in a lifetime?” 


going to suc 


COMMISSION 
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pew exclusives provide: “In 
W) consideration of your promise 
to list as of this date and exhibit 
the realtv of the address noted be 
low and in further consideration of 
your promise to advertise at your 
expense for sale hereby 
give vou the sole and exclusive right 
to sell, etc.” 

Now we're all through. There's 
the consideration for the promise to 
list and advertise. Then follows: 
“You have the privilege of purchas 
ing this property, if you so desire, 
title to said realty 
to the name of 
designate.” 


conveved 
may 


to b 
anvone you 

Is there any consideration for the 
option? Isn't the consideration ex 
hausted by the promise to list and 
advertise? 

If I enter into a written agree 
ment to sell vou my watch for 
$25.00, and then follow as an after 
thought, “The party of the first 
part agrees to give the party of the 
second part his chain,” do I have 
to give you the chain? Is there any 
consideration for my promise to 
give you the chain. Is there any con 
sideration for the chain? 

If I go in a store and buy a suit 
of clothes, ayd as I am leaving, the 
storekeeper says to me, “I’ve de 
cided to give you an extra pair of 
pants with the suit, does he have to 
give the pants? Is there any con 
sideration for his promise to give 
me the pants? 

I'm not telling vou. I'm asking 
you. 


BOU LT two vears ago I got inter 
A ested in fire insurance. I read 
the Standard Fire Insurance Policy 
through carefully. I cut out each 
provision and pasted it in a memo 
randum book, one provision on 
each page, and made comments on 
it below. When I thought of some 
problem I called up one real estate 
man after another trying to get an 
answer to my problem, but I found 
that real estate men didn't know 
much about fire insurance. I tried 
to get a book on the subject, but 
was unable to learn of any. Finally, 
I stumbled on a small book that 
solved most of my problems. It is 
“Fire Insurance,” by Robert Riegel 
and Jerome S. Miller. This is a 
book that every real estate man who 
sells insurance should read. There's 
one thing that I learned by reading 
this book, and that is that there is 
more to the subject than I thought 
there was. While I learned a great 
deal, I learned that there was still 
more to learn. I can now appreciate 
the necessity of insurance 
situations. 


counsel 
lors in many 
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PRODUCT PROGRESS 





Mosaic Offers Floor and Wall Color Harmony 





Decorative possibilities of harmonizing ceramic wall 
and floor tile and the emphasis upon the wearing 
qualities of unglazed ceramic tile are two points being 
stressed currently by the Mosaic Tile Company, Zanes 
ville, Ohio. 


The Harmitone Line of colors offers 36 shades in 
glazed ceramic wall tile and 24 harmonizing and 
matching colors in unglazed ceramic floor tile. All 
the wall shades and floor shades have been coordt- 
nated to harmonize with every color in the entire 
line so that an infinite number of combinations is 
possible. Colors range from light pastels to deep tones. 

Mosaic is stressing the difference between glazed 
ceramic tile for walls and unglazed tile made for 
floors. Unglazed tile is made of the same clay througli 
out the body of the tile and the colors go all the way 
through, so for any surface-receiving wear, unglas«:! 
tile is the most satisfactory. 


New Partition Serves as One-Hour Fire Barrier 

\ solid one-and-a-half-inch partition for non-beat 
ing walls that acts as a one-hour fire barrier has been 
announced by the Metal Lath Association of Cleve- 
land. 

The one-and-a-half-inch thick partition is composed 
of lightweight aggregate plaster applied on metal lath 
and weighs about five pounds per square foot. It is 
designed to save space and to eliminate dead weight 
in building construction. 
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Wollaeger Offers New Metal Casings Type 

A “V"-groove metal casing for doors and window 
trim is now available with short or expansion flanges 
in stock lengths of 7, 8, and 10-foot lengths. 

A plaster key to the metal is provided along with 
a straight cutting line for wallpaper. If the trim is to 
be painted a different color than the wall, the casing 
gives a straight line of demarcation. 

The Metal Plaster Casings Line, to which the V 
type has been added, is manufactured by Wollaeget 
Steel Corporation, 61 Broadway, New York. 


New Hotpoint Models on the Market 

A new eight-cubic-foot refrigerator and two com 
bination refrigerator-freezers have been placed on 
the market by Hotpoint, Inc. 

Ihe EBS8 refrigerator has stainless shelves, 
table and fruit storage, and a porcelain meat pan. 
Stainless steel evaporator is enclosed at the front and 
back to ensure low temperatures for 24 pounds of 
trozen foods. The butter conditioning compartment 
on the inside of the door has a separate temperature 
for keeping a pound of butter at spreading consis 
tency. This is the first time the butter conditioner 
has been used on a medium-priced model. 


vere 


New Masking Material 

Liquid Paint Mask is. the name of a masking ma 
terial designed to keep mortar, plaster, glazing com 
pound, paint drops, overspray, and overbrush from 
sticking to or discoloring surfaces. 

The masking compound, identified as LPM, has 
been placed on the market by De‘rex Corporation, 
Detroit 32. It may be cither brushed or sprayed on 
surfaces.. The coating or accumulated drops are r¢ 
moved by washing, peeling, or scraping. 
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FITS BETWEEN STUDS 
45,000 B.T.U. INPUT 


Holly leads again! Now a 45,000 
B.T.U. input, full circulating-type 
vented dual wall heater which only 
requires 14” x 5012” opening in a 
standard 4” stud wall. Has all the 
outstanding features of the famous 
Holly “25” plus80% added capacity. e 


Model 45WD-14 NarroWall has 
dual controls for convenience and 
economy. Its Clear-flo louvers ac- 
tually direct warm air into rooms 
and not up the walls. Safe, econom- 
ical, and easy to install. 





Model 45WD-14 








HOLLY MANUFACTURING CO. 


871 S. Arroyo Parkway, Pasadena 2, Calif. 


November, 1949 3 








Your Prospect — 
(Continued from page 18) 


gab and tired of waiting for a 
chance to tell you what I want. 
Let me ask a question once in a 
while. As Josh Billings said, “A 
man is a bore when he talks about 
himself so much I can’t talk about 
myself.” 

Can you pay your rent with that 
high hat attitude? I pay my assist- 
ants good money to save me time 
and money by talking to people 
like you. When you start high-hat- 
ting my best people, you're just 
high-hatting yourself out of an or- 
der. Get wise to yourself! 

Why don’t you give me a com- 
plete story? I’m sick and tired of 
having to cross-examine you to get 
the facts. Either vou don't know 
the answers or vou're too ashamed 
of them. 

It may very well be that you 
never arouse such reactions in your 
customers. However, one sure meth- 
od of avoiding such reactions is to 
know vour story and to concentrate 
on the problems of the customer 
to the end that both vou and he 
have a mutually objective approach 
to the satisfaction of his problem, 
thus eliminating any “personalities 
difficulties.” 

Your attitude is immediately felt 
by your prospect regardless of what 


vou savy or what vou have to sell. 


If you lack confidence in yourself 
or in your product, he is immediate 
ly aware of that, and in turn he 
lacks confidence in you and in your 
product. Result: no sale. 

Ralph Waldo Emerson once said, 
“Nothing great has ever been done 
without enthusiasm.” Do you want 
to interest your prospects to the 
point where they will buy? Then 
become very much interested in 
their problems and in the unique 
way in which what vou have to sell 
will solve those problems for them. 


Fire Safety — 


(Continued from page 36) 


“National Electric Code.” Many 
towns and cities today use the Code 
as a basis for their ordinances. It 
is imperative that builders use ma 
terials approved by the Underwrit 
ers’ Laboratories. This means high- 
quality workmanship and _ fire-sate 
materials. 

Fire safety engineers urge build- 
ers to make certain a generous num- 
ber of electrical 


outlets are pro- 
vided. This will reduce the need 
for temporary outlets, long lamp 


cords, and an abundance of exten- 
sions. The fuse box should be 
conveniently located. The master 
switch should not be located inside 
the fuse box, but preferably at the 
entrance to the basement. Home 
owners should be instructed in the 


importance of the fuse. Builders 
should impress upon them that the 
fuse is the safety valve of the electric 
circuit. Above all, they should be 
warned to use the correct size fuse. 
In most cases this is the common 
15-ampere household fuse. 

Circuit breakers are more desir- 
able than fuses for several reasons. 
First, circuit breakers are tamper- 
proof. Second, to put current in 
the circuit again it is only neces 
sarv to throw a switch. 

9) Gas Piping: In most cities, 
before a certificate can be issued 
attesting that the gas piping in a 
building is satisfactory, it must be 
inspected and tested. This is the 
home owner's assurance that sub- 
standard materials have not been 
used and that the system is free 
from leaks. If inspection and test 
ing is not required, the builder 
should adhere to suggestions found 
in the book “Recommended Good 
Practice Requirements for the In- 
stallation, Maintenance and Use of 
Piping and Fittings for City Use,” 
published by the National Board 
of Fire Underwriters. 

10) Fire Extinguishing Equip- 
ment: The kitchen and basement 
in particular should not be with- 
out an extinguisher. Builders can 
encourage purchase of these vital 
safeguards by constructing fire ex- 
tinguisher cabinets or by providing 
suitable wall space or niches. 


NATIONAL REAL ESTATE SECT ION 


Training ror 
FUTURE REAL ESTATE 


Brokers, Appraisers, Managers 
Investigate our Home Study and Residential 
courses in Real Estate. Includes all p! 
of the business. G.I. Approved. 
Job Trainees can take either course. 


FREE CATALOG Established 1936 
WEAVER SCHOOL OF REAL ESTATE 
Dept. RE 


15 E. Pershing Rd. Kansas City 8, Me. 

















HIGH 
QUALITY 


Nae ESTATE SIGNS 








AFFILIATE MEMBER 


Sr. Louis Rear Estate Boarp 
HERMAN SIGN COMPANY 


5353-55 Walsh St. 
St. Louis 9, Mo. 





METAL SIGNS, 100 or more, $.44 ea. 
REALTORS SIGN SERVICE 
Box 1022 Greenville, S. C. 


Syndicate will buy or take long term lease on 
centrally located retail properties having 25 ft 
frontage and up in cities of 10.000 and over 
Possession date immaterial. Brokers cooperation 
invited. Mitchell Realty Co., 276 Fifth Avenue 
New York City 


1,000 impressive 
cards oan case 
or black ink. 
New York 


engraved (plateless) business 
$3.95. choice of 18 styles, blue 
Forman, Box 303 E. Jamaica 





JOS. R. H. JACOBY, INC. 


Land Developers 
& 
Subdividers 
As a courtesy, all inquiries from 
Realtors will be given prompt 
attention without charge. 


155 WALNUT AVE. 


SANTA CRUZ, CALIF. 
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FOR SALE — VIRGINIA 


(Broker’s co-operation invited ) 


Specializing in the sale of Colonial Homes and 
Plantations in all sections of Virginia. G. B. 
LORRAINE, Law Building, Richmond (19), Va. 





NEED REAL ESTATE 


SIGNS 

















We Ship Anywhere in U.S.A. 
PROMPT SERVICE 
LOWEST PRICES 

WRITE DEPT. R.E.J. 
FOR COMPLETE DETAILS 
SIGN THE NATION* 








ACTIVE DISPLAY ADV 


Chicage 8, 1 


PW 


1702 West 19th Street 





Reau Estate anp BuiLpING JouRNAL 


Realtor-builder Thomas L. Mitchell is active 
in both occupational and civic organizations. 
He is a member and past president of the 
San Jose Real Estate Board, member and 
director of the California Real Estate Asso- 
ciation, member of NAREB. He has been 
in the real estate business since 1923. En- 
gaged in home building for the past 10 
years, Mr. Mitchell is a member of Gen- 
eral Contractors’ Association and Builders’ 
Exchange. Monastery Gardens and Monte- 
cito Heights are two of his current sub- 
divisions. Civic-wise, Mr. Mitchell is mem- 
ber of the San Jose Chamber of Commerce 
and president of the Community Chest 





“PERFECT HOME MAGAZINE HAS ADDED CONSIDERABLY 
TO THE PRESTIGE OF OUR ORGANIZATION” 


says California realtor-builder 


“Perfect Home Magazine is definitely high quality both in material, make-up, and sub- 
ject matter,” says realtor Thomas L. Mitchell, San Jose, California. “It easily leads the 
field in publications of that type, and we feel that our sponsorship of it has added con- 
siderably to the prestige of our organization. Perfect Home Magazine is an asset to any 
realtor. 

“We have had many favorable comments about Perfect Home Magazine. Why are 
readers so intensely interested in it? Because in almost every one there is the desire to 
own a home that he or she wants to be perfect. Consequently, they like to look at pictures 
and read articles like those in Perfect Home Magazine that give them ideas. The fact that 
we have calls for back numbers shows a definite and real interest.” 

It is always gratifying to the publishers of Perfect Home Magazine to have blue ribbon 
sponsors such as Thomas L. Mitchell say they feel proud to have this publication identi- 
fied as their own publication in the eyes of the people of their community. This magazine 
is edited for leaders. Not only does it constantly promote the “home idea” but it is also 
designed to connote quality, fair dealing, high ethics, and a thorough knowledge of 
what is new in home design, construction, equipment, and decoration. Thus it builds 
prestige, goodwill, and public confidence. 

Through the Perfect Home Plan, the front cover and back cover are personalized so 
that the magazine becomes its sponsors’ own house magazine. Yet its scope is national. 
Leading writers and authorities are engaged to write articles for it. The pick of the best 
in new home design and decoration is shown in carefully selected photographs, made 
by outstanding architectural photographers. Every page helps the sponsor sell newness, 
good taste, high quality — and home ownership. 

Such quality and interest in a house publication would ordinarily be within the reach 
of only the largest real estate, home building or home financing institutions. But through 
the Perfect Home Plan, editorial and other preparation costs are shared among the 
hundreds of users throughout the nation. Local reproduction and mailing costs are in 
turn spread among the selected reliable building factors who benefit from it. Thus costs 
to each participant are nominal. 

The list of sponsors of Perfect Home Magazine reads like a directory of blue-ribbon 
leaders in their field. A limited number of exclusive, annual, renewable franchises are, 
open in certain communities. If you are interested, address your inquiry to 


STAMATS PUBLISHING COMPANY CEDAR RAPIDS, IOWA 
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IDDEN in the sales price of a 
house are about 250 ghost 
taxes, according to a study by the 
Washington Home Builders Month 
ly and the Tax Foundation. Of the 


more than one hundred and sixty 
are concerned with the actual con- 
struction of the same house. 

An accurate dollars and cents es 


landlord. Landlords and tenants 
failing to make the required pay- 
ments would be subjected to a $25 
fine of 30 days in jail. 


i. A. McCALEB, vice- 
president of Stamats Publishing 
Company and editor of Buildings 
magazine, died of cancer at his 
home in Cedar Rapids on October 
17. Mr. McCaleb, editor of the 
Journal in 1941-42, was known by 
office building owners and man- 
agers as one of the best informed 
men in the industry. 


EALTORS and builders are 


assured of financial help, for 


timate of this tax impact is impos- 
least. 


a short while at President 
Truman has signed S. J. R. 134 
extending FHA and_ expanding 
FNMA. Provisions include exten 


total cost of a $10,000 house, an sible, but one Chicago manulactur 
estimated one-third is spent on er estimates that there are $3,000 
state and federal taxes paid on a in taxes in a $10,000 house. 

myriad of different goods, services, 


and utilities. y MASSACHUSETTS, rental sions of Titles I and VI to March 
“Hidden taxes,” payable the min property owners may have an- |, 1950: increased Title I authori- 
ute a builder picks up the phone other tax loaded on their backs. zation by $25 million: increased 


to start’ preliminary construction Fourteen petitioners filed a_ pro- 


litle I] authorization by $750 mil 


ans until the instant a buyer yosal to assure rent payments for : : : : ; 
ok. lion; increased Title VI authoriza 
signs the contract, are the most tenants who are idled because of by $500 milli noiieiakanih 
° ym. orizec 
subtle enemies of the forces beyond — illness. The fund for such pay- ion by 9900 million. Author 


mortgage lenders are to sell to 
FNMA all GI loans guaranteed un 
der Section 601, after date of en- 
actment of the Resolution, if loans 
do not exceed $10,000 in original 
individual principal amount, and 


ments would be accumulated by a 
1°% tax on the monthly rental paid 
by the tenant and an additional 1°% 
while tax on the rent collected by the 


the control of the builder. Of the 
“hidden taxes,” 88 are concerned 
with just the purchase, finance, sale 


and design of one house, 























gave FNMA $1 billion more pur 
chasing authority. 
5 
e « 
NY] EWS NIBBLINGS ... In Den 
A Time and Money Saver in Measuring Residential, ver, Realtor Builder Franklin 
industrial and Vacant Properties in Curved and Straight Burns received a “Certificate ol 
<a all Types of Areas and Distances. Award” from the Advertising Club. 
e ; 
joes Se SURRNTEED. The certificate was presented to 
. i . 
nan on oe S/O a 8 Seek te Burns’ company for its “record ol 
100 FEET OVER REASONABLE SURFACES. tai ; f 1 = 
* ADDS AND SUBTRACTS. REGISTERS UP TO Seer Ce ee eee 
10,000 ft. in ft. and fractions. ing one of Colorado's outstanding 
* Resets to 0 by turning reset lever at base. organizations ; through sound \d 
* HANDLE TELESCOPES & TYPICAL USERS vertising, Selling and Merchandis 
DETACHES. — * ingi i 
A fens, Gatite Ge.~ tea ing” and for “bringing credit to 
* WALL-to-WALL measurements, f Bend * Koones ce. = Denver and the Rocky Mountain 
ingto . a . 
aeueaen as Newburn =" Sarasota : eon Empire through the excellence of 
USTPROOF. Condit, MAI — Orlando «+ R&R. A. ‘rwice.”’ i > ine , ; 
ff ned ggg que gle A E its service.” ... City Planning Com 
Banker & Co. — S.F. * Buckbee mission olf Philadelphia reports 
Thorne & Co. — S.F. . Fed. Works Agcy. he . . ice of ] : 
(Public Bldg. Adminn) + Davis-Baker Co.— that the average price of real estat 
asadena «+ P. F. McCanna — Albuquerque i O48 . 3 
* Thomas & Cook — Rochester (NY) ¢ Tait sold dun me 194 was more than 
& Wagner — Cedar Rapids + Bank of fifty percent above the assessed 1949 
America — S.F. *© Tom Rooney — L.A. «¢ | . J iwenile delinquen 
= mM. Gustans Co. = > * Grand View Valuations ... jt Tile | 
onstr. Co. — verly Hills * West Mtg. is evide Z . i b- 
ns a ag > =i s Wan tes te cy is evidently a more serious pro 
a Cincinnati «¢ Title Insurance & Guarantee lem than housing to the American 
Length telescoped—23 in. Co. — SF. © Charles Shattuck, MAI — L.A. j le. At le: a l { 
Length extended—40 in. -. . cas ote. & tone ee . Sen Siege people. At least results Ol a sul vey 
Veie irst Natl. Ban ° ugene Curzon, MAI — > Sti 7 . ‘TI- 
Weight 3 Ibs. way ty et wy Fs on the question of “the most seri- 
Realty Co. — Savannah a. Kaufman Mtg. ous problem in America today 
©. — Portland (Ore.) « Ist Mtg. Investment : . 2 ‘ 
Co. - Kenses City (Mo.) « aitaee, Curtis were: cost of living, 39°,; labon 
Wright, Arch. & Engnrs.— L.A. © Sparks- an: > > aly 87: 3 >. 
iguana Geese Ge —_- “ nt de 1 * ‘18 < ; juve 
nile delinquency, 15°); housing, 
SHIPMENT PREPAID WHEN CHECK ACCOMPANIES ORDER ac ‘ ‘ 6 
13% Dave Bohannon, noted 
Order from builder and developer of Califor 
HENRY E. LOIZEAUX & ASSOCIATES nia, is heading this year’s NAHB 
CR. 5-4341 — 360 N. Bedford Dr., Beverly Hills, Calif. se arch for the best in land plan 
ning and housing development. 
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CONSULT THESE SPECIALISTS... 


FOR REAL ESTATE 
SALES 


FOR IDEAL 
STORE LOCATIONS 


FOR CHAIN STORE 
LOCATIONS 


@ALBANY, N.Y. 
Picotte Realty, inc. 
120 Washington Ave 


@DENVER, COLO 


Garrett-Bromfield & 
Company 
Security Building 


@ DENVER, COLO 
V. J. Dunton Realty 


o 
400-10 Midland Sav- 
ings Bldg 


@KNOXVILLE, 
IENN 
Richards Real Estate 
( 


o 
722 Market St 


FOR EXPERT 


@ NEWARK, N.J 


Van Ness Corpora- 
tion, Realtors 


@NEW YORK, N.Y 
Fass & Wolper, Inc 
7 East 42nd Street 
Main Street Proper- 


ties Anywhere in the 
A 


@ TOLEDO, OHIO 
Schuster & Co 
George E. Schuster 
Gardner Building 


eWICHITA, KAN 
Russ Prater Com- 


pany 
137 North Main 


APPRAISAL SERVICE 


@COLU MBUS, OHIO 
William P. Zinn & 


Co 
37 North Third St 


@CONCORD, N.H 


William E. Sleeper 
Realtor-Appraiser 


@EAST ORANGE, 
N.J. 


Godfrey K. Preiser, 
M.A.1. — S.R.A 
1 N. Harrison St 


@ MINNEAPOLIS, 
MINNESOTA 
Norman L. Newha'l 

M.A.I 


519 Marquette Ave 


@ MINNEAPOLIS, 
MINNESOTA 


J. F. Sutherland, 
M.A.I 


7 East 24th Street 


@ NASHVILLE, 
TENNESSEE 
Biscoe Griffith Co 
—Since 1914— 
214 Union Street 
Tenn.—Ky.—Ala 


@ NEWARK, N.J. 
Harry J] Stevens, 


478 Central Avenue 


@NEW YORK, N.Y 
Henry Waltemade, 


Inc 
369 East 149 Street 


@NEW YORK, N.Y 
Scientific Appraisal 
Corporation 
7 East 42nd St. 
$200,000 values and 
up only 


@ PHILADELPHIA, 
PA 
Richeosd J. Seltzer, 


12 South 12 Street 


eST. LOUIS, MO. 
Oto J. Dickmann, 


A 
1861 Railway Ex- 
change Bldg 


@e TOLEDO, OHIO 
Howard W. Etchen, 
M.A.I 


Etchen-Lutz Co 


FOR LAND PLANNING 


@WILMETTE, ILL 
Myron H. West 
916 Greenleaf Ave 


@ALBANY,. N.Y 


Picotte Realty, Inc 
120 Washington Ave 


@ALGUSTA, GA. 


Sfierman-Hemstreet 
Rea Co 
801 Broad Street 


@ BALTIMORE, MD 
B. Howard Richards, 


Inc 
Morris Bidg 


eCINCINNATI, 
OHIO 
oe 4. Cline, 


1027 jo Bide 


@DES MOINES, IA 
Donahoe Investment 


Co 
Retail, Wholesale, 
Industrial 


@KANSAS CITY, 
MO. 


Moseley & Company 

Retail, Wholesale, 
Industrial 

Suite 1111, Insur- 
ance Exch. Bldg 


@NEW ORLEANS, 
LA 


Leo Fellman & Co 
829 Union Street 


@OKLAHOMA CITY, 
OKLAHOMA 
H. F. Bradburn, 
Fidelity Bldg 


@OKL — A CITY 
OKLAHOMA 
J. B. Klein, Inc. 
804 Southwest 
Second St 
Retail, Wholesale, 
Industrial 


@OKLAHOMA CITY 
OKLAHOMA 


Tom Pointer Co 


304 Local Bidg 


eST. LOL ne MO 
Isa I ook Co 
ine Arc Bidg 
@SARASOTA, FLA 
Dor B. Newburn 


144 So. Pineapple 
Ave 


ew rare, TON, 
Dd. 


Shannon & Luchs 


1505, H Street, N.W 


FOR PROPERTY 


MANAGEMENT 


@ ANDERSON, IND 


4. L. McKee, 
C.P.M 
Anderson Banking 
° 


@COLUMBUS, OHIO 
William P. Zinn & 


Co 
37 North Third St 


@ DENVER, COLO 
Garrett-Bromfield & 


Company 
Security Building 


@DENVER, COLO 
\ J. Dunton Realty 
400. 50 Midland Sav- 
ings Bldg. 


@ TOPEKA, 


Greenwood 


eDETROIT, MICH 
Kamil Management 
Company 
704 Transportation 
Building 
Established 25 years 


@ JACKSONVILLE, 
FLORIDA 


Mal Haughton, Jr 
108 W. Bay Street 


@NEW ORLEANS, 
LA. 


Charles A. Bourgeo’s 
4218 Iberville St 


e@ TOLEDO, OHIO 


Schuster & Co. 
George E. Schuster 
Gardner Building 


KAN. 
Agency 


108 East Seventh St 


FOR FARMS 


AND RANCHES 


@DENVER, COLO. 


V. J. Dunton Realty 
Company 

400-10 Midland Sav- 
ings Bldg 


@LOS ANGELES, 
CALIF 
California-Nevada 

Company 
412 W. 6th Street 


o* Si. T RIDGE, 


. Choate 
201 we Second St 


@ALLENTOWN, PA 


The Jarrett 
Organization 

842 Hamilton St 
‘Speciz alizing East- 
ern Penna 


@COLUMBUS, OHIO 
William P. Zinn & 


Co 
37 North Third St 


@SCHENECTADY 
N.Y 


R. C. Blase, 
434 State St 


e@ TOLEDO, OHIO 


The Al E. Reuben 
Com 
618-20 \ind adison Ave 


FOR INDUSTRIAL 
SITES & PROPERTIES 


@ALBANY, N.Y 


Picotte Realty, Inc 
120 Washington Ave 


@ALLENTOWN, PA 


The Jarrett 
Organization 

842 Hamilton St 
*Specia alizing E ast- 
ern Penna 


@BATON ROUGE, 
LA 


George C. Chambers 
406 Roumain Bide 


@COLU MBUS, OHIO 
William P. Zinn & 
Company 
37 North Third St 


@CONNECTICUT 
AND VICINITY 
Nathan Herrup, Inc 

t 


61 Allyn S 

Hartford 
@DODGE CITY, 

KANSAS 

L. B. Hancock, Inc 

P.O. Box 87 
eINGLEWOOD, 

CALIF. 


Emerson W 
P.O. Box 555 


Dawson 


@KANSAS CITY, 
MISSOURI 
Moseley & Company 
Retail, Wholesale, 

Industrial 
Suite 1111, Insur- 
ance Exch. Bidg 


@ MOBILE, ALA 
Thos. M. Moore 
Industrial Site Spe 

cialist 


@OKLAHOMACITY 
OKLAHOMA 
} B. Klein, Inc 
B04 Southwest 
Second St 
Retail, Wholesale, 
Industrial 


OKLAHC 


Tom Pointer Co 
304 Local Bldg 


@OKLAHOMA CITY 
IMA 


eST. LOUIS, MO 
Otto J. Dickmann, 


1861 Railway Ex- 
change Bidg 


est. LOUIS, MO 


Henry R. Weisels 
Company 
$18 North Eighth 


@SAN JOSE, CALII 


Thos. L. Mitchell & 
Company 

97 E. Santa Clara 
st 


@SCHENECTADY, 


N.Y 


R. C. Blase 
434 State St 





In the 


2 lines 
2 lines 
Additional lines 


No charge for city 





2 lines 12 issues 
6 issues 


less than 6 issues 


Rates for Advertising 
“Consult These Specialists” 
Department: 


Per 
Issue 
$3.00 
$3.50 


$4.00 


50 cents per issue 


and state lines 














THE CHAMPION ... 


I. new Gunnison ‘‘Champion” is the answer to the 
tremendous demand for low cost Homes. Designed for people 
of modest means but unlimited good taste—the “Champion” 
Home is the result of years of research by The World's 
Foremost Manufacturer of Beautiful Homes. 


This home was developed for FHA 95% mortgage insurance 
where the appraisal value of the home and lot does not 
exceed $6,300. Ideal for project development. 


The ‘Champion’ augments the already popular 
Deluxe and Master Gunnison Homes. 


Distribution is thru local Franchised Dealers authorized 
to Sell, Erect and Service these beautiful Homes. 


Interim Financing is available to qualified Dealers. 
Advertising, Sales Promotion services, and direct aid 
from District Sales Managers round out the picture. 


New territories are being opened and we invite inquiries from 
those having sound financial standing and excellent references 


For complete Dealer information write to New Dealer Division MASTER HOME—3 SIZES 
No. 2, Gunnison Homes, Inc., New Albany, Indiana. 


MNIMICILY 


UNITED STATES STEEL UsS CORPORATION SUBSIDIARY 


NEW ALBANY, IND 





